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'short" contracts 



Antihistamines 
invade spot 



McConnell says TV 
won't replace AM 



New England 
net formed 



Stations report 
more pressure 
to merchandise 



Drug chains plan 
new DuMont show 



19 December 1949 

Thirteen-week contract cycle, basis of network radio for more than 
two decades, has ended as far as ABC is concerned. Net has sold 
Doubleday & Co., book publisher, four weeks before Christmas and 
Radio Offers, mail order concern, on four-week basis, being renewed 
week by week. (Both placed through Huber Hoge agency.) . . .ABC 
will break another tradition next month, with daytime mystery. 

-SR- 

Whatever American Medical Assn. and Better Business Bureaus may say 
about their effects, antihistamine "cold cures" are expected to con- 
tinue as potent advertising factor. Among brands now in spot radio 
are Union Pharmaceutical's Inhiston (Cecil & Presbrey) ; Whitehall's 
Anahist (Foote, Cone & Belding) ; American Home's Kriptin (Duane 
Jones); Grove's Antimine (Sullivan, Stauffer, Colwell & Bayles); 
and Bristol-Myers' Resistab (Kenyon & Eckhardt ) . 

-SR- 

NBC's president, Joseph H. McConnell, predicts 3,000,000 TV sets will 
be installed in U.S. homes by 31 December. But he adds: "Television 
will never replace radio because both are complementary to each 
other. " 

-SR- 

New England Broadcasting System, of 21 stations, has been formed to 
sell area's 5,000,000 population on single rate card-single order- 
single billing basis. Kettell-Carter , Boston, is ad representative. 
Slogan is "Buy the Boston station of your choice — NEBS delivers the 
rest of New England." 

-SR- 

Stations coast to coast are worried over sponsor and agency insistence 
on increased merchandising and promotion support. Perennial problem 
is big again because some stations have been making extravagant 
(often unrequested) merchandising promises in order to secure busi- 
ness . 

-SR- 

Fourteen major drug chains, operating as Drug Store Television 
Productions, have signed for full-hour variety show on DuMont TV web 
Tuesday evenings, starting 17 January. Drug chains also have started 
second 26-week cycle of Saturday evening "Cavalcade of Stars." Two 
shows, both handled by Stanton B. Fisher agency, are expected to 
bring DuMont network $2,000,000 revenue in 1950. 
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RCA will offer 
LP record player 



Sports now 
tailored to TV 



Magazines 
use video 



Coy sees new 
radio net probe 



Three-in-one 
transmission 



ClO-owned FM 
outlets get 
sponsors 



Richmond church 
has radio-TV 
studios 



Pillsbury plans 
two CBS shows 



End of CBS-RCA long-playing record battle is seen in announcement 
RCA Victor will introduce next year record player to handle Columbia 
Record's 33 1-3 rpm. disc. Until now RCA has been fighting rest of 
industry with 45 rpm. platter, as well as making conventional 78 
rpm. type. 

-SR- 

TV is affecting the playing of sports events. In Baltimore, lacrosse 
will be telecast over WBAL-TV on league basis with ball blown up 
double-size and playing field reduced to meet camera's demands. 

-SR- 

"Ladies' Home Journal" will make TV debut week of 2 January with 
five-minute dramatized film (through BBDO) on WJZ-TV, New York; 
WENR-TV, Chicago, and WMAL-TV, Washington, all ABC stations. . . 
First three sponsors of cooperative telecasts of ABC-Time, Inc. 
"Crusade in Europe" will be Detroit Edison over WXYZ-TV, Stromberg- 
Carlson over WHAM- TV, Rochester, and Pilot Life Insurance over WFMR- 
TV, Greensboro, N. C. 

-SR- 

FCC chairman Wayne Coy told an Amherst College group in Massachusetts 
recently commission "has long realized desirability" of another radio 
network investigation. He recalled last net probe, nearly 10 years 
ago, which led to split of NBC's Red and Blue networks. New study 
would ascertain how FCC's regulations are working, and might probe 
network relations to talent bureaus and recording firms. 

-SR- 

Pioneer broadcaster Clair R. McCollough has found a way to cut 
corners on his AM-FM-TV WDEL operation via three-in-one offices, 
studios, transmitters. Unique phase is the construction of TV tower 
atop one element of four-element WDEL radio installation, construc- 
tion of FM tower atop another. 

-SR- 

Open sesame to advertising is being found by one class of FMers — 
union owned outlets. WDET, Detroit, reports 19 sponsors (all local) 
after several months operation. UAW-CIO FM station is aided by 
350,000 members in motor city area. 

-SR- 

Built into one of Richmond's newest churches is an impressive radio- 
TV studio. Idea is to make at-home congregation many times larger 
than at-church. 

-SR- 

Pillsbury Mills, Minneapolis, has bought 3:30-4:00 p.m., five-a-week 
period across board on CBS, starting 3 January through Leo Burnett 
Company, for 25-minute sponsorship of Art Linkletter's "House Party," 
and new five-minute series starring Cedric Adams, commentator over 
Columbia's WCCO, Minneapolis-St . Paul. 



-please turn to page 34— 
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23 HOME TOWN 
MARKETS COMPRISE 
THE 

INTERMOUNTAIN 
NETWORK 

UTAH 
KALL, Salt Lake City 
KLO, Ogden 
KOVO, Prava 
KOAL, Price 
KVNU, Lagan 
KSVC, Richfield 

IDAHO 
KFXD, Baite-Nampa 
KFXO-FM, Baite-Nampa 
KVMV, Twin Fallt 
KEYY, Pacalella 
KID, Idaha Fallt 

WYOMING 
KVRS, Rack Springt 
fi- KOWB, Laramie 

VV KDFN, Cotper 

KWYO, Sheridan 
KPOW, Pawell 
<;| KOVE, Lander 

MONTANA 

KBMY, Billingt 
. S KRJF, Milet City 

KMON, Great Fallt 

KOPK, Butte 
•.w KPRK, Livingttan 

NEVADA 
'r! KRAM. Lat Vegat 

of Salt Lake City 
'^i Key Statian af the 

T^: Intermauntoin Network 

fri and itt MBS Affiliotet 



ONLY Intermountain Network is specifically 
tailored for the Intermountain area. 

ONLY Intermountain Network uses 23 local 
network stations to match your distribution — 
without waste . . . where the people live 
and buy. 

ONLY Intermountain Network can give your 
program and product merchandising at the 
point of sale . . . where the people live. 

ONLY Intermountain Network gives you 
"CONCENTRATED COVERAGE WHERE 
THE PEOPLE LIVE." 



The Intermountain area is covered with rugged mountain 
ranges, some of them almost 14,000 feet high. All of them 
have low ground conductivity. 

The people live in fertile valleys isolated from each other 
by great distances and these rugged mountain ranges. It is 
impractical and wasteful to use longe range broadcasting to 
reach these isolated markets. 

We repeat — for best results, use INTERMOUNTAIN, the 
network that gives you 

"CONCENTRATED COVERAGE WHERE THE PEOPLE LIVE" 



THE 



INTERMOUNTAIN 
NETWORK Inc. 



New York 



Chicogo 



/, Inc. National Representatives 

Lot Angeles San Froncitco — Atlanta 
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IN BMB 

IN HOOPER 

INTHESOUTH'S 
FIRST MARKET 



To sell Houston 
and the great 
Gulf Coast area 



Buy KPRC 



FIRST in Everything 
that Counts! 




40 West 52nd 



NOTE: COVER PICTURE 

It occurred to me, as one "f your 
overseas subscribers, that you might be 
interested in the publication of an arti- 
cle concerning the radio program, 
"Pacific Holiday" which 1 recently 
coini)ieted in a journey throughout the 
Pacific Islands. 

I believe that this was the first oc- 
casion on which anyone had visited the 
Pacific Islandiis to make a program, 
and according to Mr. William Stancil 
of Stancil Hoffman, it was quite cer- 
tainly the first time the xMinitape had 
been used for the purpose. 

M. I). Chapman 
24 Milson Road 
Cremorne Point 
Sydney, Australia 



HOUSTON 

950 KILOCYCLES. 5000 WATTS 

NBC ond TON on the GoU Coott 
Jack Harrit, General Monoger 
Repreiented Nationally by Edward Retry t Co. 



NBC DAYTIME THINKING 

I found the article on "What's 
Wrong With Daytime Programming?" 
very stimulating and it parallels some 
of the analysis which has been going 
on in our own organization. In fact, 
I found the entire issue of uniformly 
high quality and interest. The maga- 
zine is certainly a useful tool for all 
broadcasters and a helpful source of 
information for everybody concerned 
with radio and television. 

Joseph H. McConnell 

President 

NBC, Netv York 



SEEING vs. LISTENING 

We would like very much to get a 
copy of Lazarsfeld's report published 
last February under the co])yright of 
Columbia University's Bureau of Ap- 
plied Social Research on "Seeing vs. 
Listening." 

Would it be possible for you to get 
a copy for us or tell us how we can 
get it? 

Katherine Messick 
Russel M. Seeds Co. 
Chicago, Illinois 

• The ANPA Bureau of AdvertisinR advises it 
win now release the full unexpurpatCil report on 
request. 



ADVERTISING BONER 

Could you possibly make mention in 
your next issue of an extremely regret- 
( Please turn to page 60) 



Keep Your 

OMAHA-DES MOINES 

Sales On An 

''EVEN KEEr 

with 

KMA 

Shenandoah, Iowa 

Oiir DMI! Area is 181 Counties in 
Iowa, Nebraska, Kansas, and Mis- 
sonri. The dominant trade centers 
for this area are Onialia and Des 
Moines. 

HOWEVER .... 

73.2''o of this pnpulalion live on 
farms or in small towns (under 
10,000 population). Conlan and 
mail pull prove KMA is the domi- 
nant station in this rural and small 
town area. Without KMA you lose 
impact, miss the prosperous farm 
and small town families. 

AND 

we mean prosperous! Iowa-Nebras- 
ka Agricultural Income Increase, 
1948 over 1917, was the highest in 
th-" nation. The 1919 estimate indi- 
cates another increase due to larg- 
er marketings, vet' rans' bonus. 

Get All the Facts From 

Avery-Knodel, Inc. 
National Representatives 

KMA 

Shenandoah, Iowa 

for Omaha 
TV Coverage^^^ 

programs ;f™^eaas the way >» 

'"^ r .^v Television Center 
Omaha 



KMTV 



Under Management of 

MAY BROADCASTING CO. 

Shenandoah, Iowa 
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Look for the 
sponsors - 
that's where the 
listeners are! 



America's biggest advertisers 
well know the sales power 
of the microphone. 
They also know which 
microphone in Chicago 
delivers the biggest impact. 
That's why more of them use 
WBBM than any other station 
in Chica(>o. 

(And the smartest local 
advertisers follow their lead.) 

The picture is clear: 
where you see the advertisers 
—that's where you'll find 
the listeners. 



Chicago's 

Showmanship Station 



WBBM 





50,000 watts 
Represented by Radio Sales 
Columbia Owned 




Forecasts oj things to come, as 
seen by SPONSOK S editors 



Outlook 



Sumner Siichter sees 
larger output in 1950 

\ moderate risr to an annual rate of gross output of 
S205 billion b> 1950's second quarter is predicted by 
Sumner H. Siichter, professor of economics at Harvard. 
lJut the rate of private investment in the first half, he 
believed, will be "moderately below the levels of 1919." 
He also foresaw larger deficits in governmental budgets, 
and a decline in the rate of corporate and personal savings. 

Business indexes 
rise sharply 

Business indexes moved up sharply in November and early 
December from their three-year low mark of late October, 
as production gathered momentum with the ending of the 
steel and coal strikes, and are now about at the level of 
last September. Rellecting the increased confidence, stock 
market prices probably will enter the new year at their 
highest averages since 1946. 

Executive of Swift 
defends advertising 

Swift & Co. in 1948 spent more than .S17,00(),000 for ad- 
vertising — but this represented only 0.72 per cent of sales, 
Henry B. Arthur, research economist of the big meat pack- 
ing company, told a Senate subcommittee investigatina the 
"spread" between what the farmer gets for his products 
and what he pavs for them. Mr. Arthur said advertising 
"performs a definitely useful function in raising the stand- 
ard of living." 

Craig sees 3,200,000 
1950 video set output 

Production of 3,200,000 TV receivers in 1950— or more 
than double the number of those now in use — was pre- 
dicted by John \\ . Craig, general manager of Avco's 
Crosley division. By 1953 he estimated total number of 
TV sets in use in tlie U.S. at 20.000.000. with some 700 
stations then on the air. 

Christmas trade 
may dip sh'ghtly 

Fifty-five per cent of 167 dej)artinent and specialty stores 
suneyed by Retail News Bureau expect their Christmas 
sales volume to be smaller than a year ago. Forty per 
cent, however, expect gains, and 5 per cent think their 
volume will be about the same as in 19-18. . . . The Federal 
Reserve Board finds that Thanksgiving week sales of de- 
partment stores were 5 per cent below the jjarallel period 
of last year. . . . Fred Lazarus, Jr., president of Federated 
Department Stores, believes that over-all department store 
volume in 1950 will be generally unchanged from 1949. 



Bristol-Myers to fight 
FTC order on Ipana 

Advertisers intend to combat vigorously the growing ellorts 
of TC to crack down long-established advertising claims. 
Among them is Bristol-Myers. To the FTC "order" on 
Ipana toothpaste claims, used by B-M for the last 20 years, 
Lee H. Bristol said that the great majority of dentists have 
found that "massage of the gums was beneficial" and that 
"Ipana was valuable in stimulating circulation in the gums 
during the period of massage." 

Margarine may expand 
as advertising factor 

The 63-year-old legislative battle between margarine and 
butter may end soon after the 81st Congress reconvenes in 
January. A bill to eliminate long-standing restrictions on 
margarine has passed the House and is "first order of 
business" for the Senate. Ending of Federal taxes and 
license fees on this pi-oduct would take the battle out of 
the hands of legislators and into advertising media, where 
the advantages of both products would be promoted more 
intensively. . . . Ohio has become the 32nd state where 
sale of yellow margarine is now permitted. 

Media generally 
won't raise rates 

Except for TV in areas where number of sets available 
may expand rapidly, advertising media are not expected 
to boost rates materially in 1950. A few individual maga- 
zines, such as Better Homes & Gardens and Outdoor Life, 
have raised rates with larger circulations, but others are 
increasing discounts. BMB reports from study No. 2, now 
being released, will give some radio stations legitimate 
reason for upward rate adjustments. 

Lorillard to increase 
cigar advertising 

The example of American Tobacco, in launching last fall 
a network program. Leave It to Joan, for Roi-Tan cigars, 
may have inspired 190-year-old P. Lorillard Company to 
increase cigar advertising expenditures from about S125,- 
000 in 1949 to 8300,000 in 1950. Muriel, Headlines, 
Majors and Van Bibber will be emphasized, through Len- 
nen & Mitchell. . . . The Cigar Institute, New York, recently 
appointed Benton & Bowles, but advertising plans have not 
been announced. Cigar sales this year will total about 
$500,000,000. 

Matches advertise 
to fight lighters 

Despite the widespread use and promotion of lighters, con- 
sumption of matches in the U.S. in 1949 reached the high- 
est mark since the industry w-as established in this countrj' 
a century ago, said Robert G. Fairburn, president of 
Diamond Match Company. In 1949 Diamond launched 
its first general consumer advertising campaign, in news- 
papers and magazines — which also promoted such items as 
Diamond jjaper napkins and towels, toilet tissue, pulp 
dinner plates and clothes pins. . . . Because radio is the 
predominant medium of the big cigarette companies, 
broadcasters ask, why shouldn't the match companies also 
take advantage of it? 
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Public Service Institutions 
the Draw-Power of these 




Constantly rec|ucsted for 
communit) events, fairs, charit) 
programs — all the places where enter- 
tainment expei/s have their choice 
of the finest talent — these and two dozen 
more WLS radio stars are in demand 
all over the city of Chicago and the broad 
Midwest around it. This demand shows the 
way audiences feel about them — and that's 
w hy advertisers, too, find these WLS 
folks and our production staff can create 
anything from a simple one-man show- 
to a giant network production. 
Yes, they're public servants, 
popular personalities . . . 



DOLPH HEWITT 



RED BLANCHARD 



LULU BELLE AND SCOTTY 



and PROOUCI SALE MEN 



CAPTAIN STUBBY AND THE BUCCANEERS 




890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE, REPRESENTED BY JOHN BLAIR AND COMPANY 
19 DECEMBER 1949 




CHICAGO 7 



The 
PRAIRIE 
FARMER 
STATION 




% JUNE CHRISIY 



SAMMY KAYE 



iDi'n.s I In" 'riifRnurii fjiiiiilv' 
I 11 ill; iiii-J !ir!!!V Cu-rr 
jii u i(U I in w ph)s( It iImI rliv't I ni. 



S II >\v 1)1 I luJ |> Old <( \ I in i 
Uuil 'M • Kl\(ij 1 II 




TEXBENEKE 

Thi- Tfx BciHkf Show i)r<?~»iil« nil tlio 
t'lit nil Milk.r fnMiriifS jf>iu« r.ll I he Uip liimi 



EARL WILD 

fcTtur <l H iluist with (he 
Silon C'l nri rl I'hvtrs Rich 
mil rpr tnl iwiii i>r |>opiil \r claMicii 
iimI Hi mil nl faMiritt!! ... a 
licrfurl prt tipi-show' 




FRAN WARREN 

■•/•/i*.4V WAina-X Sli\r,S" .clnimtn 

voicvnnd wtrni. inlinnlp M>ral 

with malililess Orchcslral accomiuimii iit. 



AaEN ROTH 

.111(1 h-. ^Miiiilii I \ I r Ml- >li 

« ih 111 M III 1,-11 • t 
i;v I rMl -iW friM 1 lMfi-™-h tt< 
1 |M r I 'II riMir ? il\ i>"ii»» 
iirniii I 111' 1 I •! 



These stars and shows too! 





M^B "CWUDE THORNHILl 



An iiupiring special new produc 
(ton with orche8(ru and choir. 



/'/i*/- svvr.s u/v .4 noiiifx'i ' 

conti ht I* N ijipr h^UMior*- ninu- untidird 
mcludn's, win vsi kciuJ tii i\t'w Nork' 



I 



YOURS for easier, 

more saleable 
programming . . . 




a new em m 



ITS UK". NKW's for every local broadcnslcr! 
iMorc bif,' iimiiics, more shows (han ever 
hoforc are comiiif,' your way in the new 
'riios.<iirus. We're drawiiiR upon the whole 
Klittcriiif? array of RCA Victor recording talent 
. . . plus ot licr b\ji nanio stars . . . building com- 
niorcial radio ijrograms, designed to sell! More 
economically, more effectively, more profitably! 

Look -•,{, t!u- <i(iv;iittages that only the new 
'rhcs.uirys brings you: 

1. Coiniirrliriish I- iii oKr.iiiiiiiiiif; . . . hroadrr variety 
dT :irUNls iiiiil Rriiiiiis \\ illi rontiniiiiifir How of frcsli 
M-lrctiiiiiN — all the lit|i liiiirs! 

2. (irc.iti-r luiinliiT iiT Ijrii.iilrast Iioiirs ... features to 
till \(iiir iirrds for rvi-r.v liiiio M>Kiiiriit, witli sure 
sail's :i|>I>^mI lor lor.il s|ioiisiir>r. 

3. Striiil V siipply it( wrclilv roiitiiuiitv, sprriat lioliday 
:iiifl s<'.^^nii:il sliowt. Voiir scripting protitpiiis arc 
(.lUi'ii ii\rr In oiii' lu-lw ork-r\|irriein'0(l writers. 

't. I'roiiKilliiii tli.it i-iisiin-k riiiiiiiii'ri'ial s.iirs . . . spnii- 
siir >>rlliiiK lii'ocliiirrs :iiiil ;i ml iriirr-bui Idiiig |iro- 
iiiolioii l«it'( witli loriiih sl.iiiird ndvrrtisiiif; and 
inililiritv iii.iti'i'i;il 

If you want easier progrannning. more 
stionsors, l)iggcr profits KCA's new era in 
ThesMuruH has wli.it it takes! Inquire now! 




fof profttabie 
seiiiiig- 

I NVE STIG ATE 



ft 



Cloir R. McCollough 
MonoQing Direzlor 

Represented by 

MEEKER 

ASSOCIATES 
New York . Chlcogo 

Son Froncitco • Lot Angelei 





3Ir. Sponnftr 



FrtinU C. Verbest 

President 

Blafz Brewing Company, Milwaukee, Wis. 



When Frank C. Verhest became ])re.-iident of the Blatz Brewing 
Company in 1946, he was gi\en S16.000.000 with which to make 
Blatz a national concern. Blatz was so successfully selling its beer on 
a regional basis, that the company's top brass felt confident their 
product could compete with the nation's leaders. After a protracted 
search for an able executive to handle the proposed new operation, 
the job was given to the former salesman, financier and merchandiser. 

Verbest came to Blatz a seasoned brewery executive. As a receiver 
for a Clinton, Iowa, liank, he was sent to save a failing Mankato beer 
plant. 'I"he bald, clear-eyed administrator worked with swift effi- 
ciency in unscrambling the fniancial jumble. Two years later the 
brewery was functioning prosperously. Impressed with the spec- 
tacular job he did for the Iowa outfit, Verbest was invited to rebuild 
and rejuvenate the collapsing Keeley Brewery of Chicago. He did. 

At Blatz, \'erbest's first job was to increase beer production for 
national distribution. Then he bad to sell it. The offices of the com- 
pany bustled with activity early in 1946. Verbest hurriedly sum- 
moned the city's best construction outfit to build a new brewhouse, 
bottling plant, stock house, and other facilities. By the middle of 
1948 HIatz could look forward to an annual output of 3,000,000 
barrels of beer. To introduce his produ<:t on a national scale, Ver- 
best launched a sweeping jiation-wide print campaign. In addition. 
Blatz made extensive uj«e of billboards. Sales did not climb with the 
rapidity that pleased BIatz"s fiery president. He needed a more ef- 
fective medium to reach the mass market. 

Last September, Verbest bought Ed Gardner's package Duffy's 
Tavern, currently heard over 14{> stations of the iSational Broadcast- 
ing Company. Thursdays from 9:30-10 pni. The 4S year old presi- 
dent bad secured an excellent time segment, since there is no other 
variety-comedy show on during this half-hour. With sales figures 
beginniiig to set new records. Verl)est supplemented his AM program 
by contracting to sponsor the roller derby over 14 stations of the 
ABC network. Blatz had found its best mediums. In 1950, radio and 
TV will receive the bulk of llie firm's S6, 000,000 annual ad budget. 
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New on Networks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duration 



^1 



\ F «( I, 


Iliperl 


M Its 


inn 


Anahist 


Ff>»le, Cone X Kelclinc 


Alio 


6n 


Chaiiihrrlain Salrs Corp 


IIBII&O 


MRS 


478 


Oc-nrral Mills Inr 


llanrer-Filzeeraltl- 


ABC 


126 




Sample 






llallirraflcrs Co 


Sorcnsen ^- ilo 


MBS 




PilUhiiry Mills Inr 


I.eo Ituriiell (o 


CRS 


isn 


Frortrr Caiiililr 


Ua nee r-Ki 1 7eera Id- 


NBC 


14.1 




Sample 






R.C.A. 


J. W aller Thompson 


Nitr 


■ At 


Ra«li<i titTeTi or llouhlrday 


llnher llo^e 


A lie 





( \ll*Tnaie weekii unle><> 
>p4'r ifird olherw i»e) 



R, J. ReynolclK 


\l'illiam 


Esly 


MIC 


l.><< 


SlaiiK-y Home Procliiets 


Charles 


W. Iloyl 


ABC 


27.1 


Texas Co. 


Kudner 


ABC 


23.7 


William Wise 


Thwine 


He Allman 


CBS 


27 








CBS 


5.3 


W. K. Wriclry 


Arthur 


Meyerhoff 


CBS 


173 



Frank arcK Com mrnt ary ; M 

Comiler-Spy; Tli 7:30-8 piu ; n* *- 
John It. Keiinr«ly \< ws^ Sal 7: 
Mo«lrrn Ho iiiaiH'r» i M-F 11-11: 



l<)-l(l:I5 |>ni; Jan. 2; 52 «tk> 



-8 iMii; I».e. 2-1; 52 
I am ; >(tv It; 52 >» k^ 

52 *«k 



llttllyw(to<l Quiz; Sat 5:45-6 pm ; Iter 10; 
House Parly; M-F 3:.'IO-3;45 put; Jan 3 
Lorenzo Joiie^; M*F •t-:30'4:t5 pm; ■>*-'- 12; 52 «*ks 

Srreen Hirerior's Plaxliouse; F l(>>IO-..'lO pni ; Jan <i ; 52 wks 
M II:30>I2 itoon llutldy Itucers Pirk a Dale; Nov 28 (one lime 
for Itadio Offers); Tu 11:30-11:45 am Buddy ltoCfr<t Pirk a 
Itale Nov 15 lo l><*r 5; Sidney Walloii Nov 15 lo Uer 5; W 
Ruddv Ro^er* Pirk a Hale II:30'I2 noon Nov 16 lo iter 7; Th 
Sidney ^X'alt«>ll 10: 45* I I am an<l 11*3 ; I 5 pin ; Nov 17 to Dee 8 ; 
F Ituddy ltn;i:er« Piek a Hale ll:.'IO>l2 noon (ller 2 only for 
Radio Offers); Sal Shoppers Sperial '>:30.lO am Nov 26 to Dee 
3 (Radio (>ffrr«) 
Col Ion Bowl Game ; 2 pm to ronelustoii ; Jan 2 C one day only ) 
Hoy* Town Choir ; Sun 5-5 f 30 pm Dee I I (one day only ) 
Metropolitan (tpera; Sat 2-3 pni ; Nov 26 

r.et More (tut of Life; Sun 1:30-1:45 pm; 4 ««k4; Nov 20 Sat 

2:30-3:00 pm ; Jaii 7; 13 wk« 
Life nilh l.uipi; Tu 9r30.|0 put; Jan. lO; 52 wk« 



Renewals on Networks 



SPONSOR 


, AGENCY 


NET STATIONS 


PROGRAM, tims, start, duration 


Bri}.tol-Mver» 


Doherly, C^lifford ^■ 


MIC 


If..-. 


Break Tlie Bank i \<' 9-<«:3l) pni; 52 wks 




Slienfield 








llriNlol-M yer^ 


^ u II n[£ H uh ieani 


NKC 


165 


Mr. IHslriel Atloriieyi \<' <):3U-IU pin; 52 i.ks 


DuPonl 


lUHKVO 


NBC 


152 


Cavaleadr of .\iiierlca; Tu 8-8:30 piii ; 52 i.ks 


General Foods 


ICi-ni»ii lt»wle<i 


.M Its 


225 


Juvenile Jury; Sun 3;30--l pm ; Jan 1 ; 39 wks 


General Motors 


Kudner 


ABC 


2l>i 


Henry J. Taylor: M 8:30-8:45 pni; llee 19; 52 i.ks 


Mail Pouch Tubaeeo 


Charles \C. IloyI 


MItS 


I 12 


rishine & lluntins Club of the. Air; Th 8:3(1-8:55 pm ; Dec 22 


Miles Lal>o»'a»"»'ie< Ine 


Wade 


»l KS 


t3-l 


Viieeii For A Hav ; M-l* 2:30-3 piii; Jan; 52 >.ks 


Radio Kihie Class 


Stanley T. Boynlon 


MBS 


.tlKI 


Railio L'ihie <;iasH'; Sun l(l-lll:30 am: Nov 27: 52 wk> 


Slerltnc Drue 


Danerr-Filzcerald* 


ABC 


222 


Briile & Groom; M-F 2:30-3 pm; Jaii 2 




Sample 






.Metropolitan Oprra Sat afternoon; Nov. 26; 18 wks 


Texas Company 


K udner 


ABC 


235 


\\ . K. ^'ripley 


Rnlhranff & Ryan 


CBS 


I 71 


Gene Aiilry: Sat 8-8 :30 pni; ll.e 24; 52 wks 



5-' 



National Broadcast Sales Executives 'Personnel changes) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Al Alperstein 
Wllllain F. Brook* 

SeotI Donahue 
George H. Frey 
John It. Hymes 
John J. Kelly 
Roherl L. Klau<i 
Franeift C. MrCall 
Gordon M illk 
Roliert N. Pryor 
S. John Sehile 

Atl«>lph J. Sehnelder 
Walter Sroll 
Roeeo L. Tito 

Ivester L, \^'eaver 
I'reder ie W. Wile, Jr 



H. II. Butler Stores, N. Y., adv nisr 

NRC, N, Y., vp in r harpe news and speeial events 

WPIX, N- Y., as-*t sis mpr 
NR( iiicr of Ka»tern sis 

VtT.AN, Laneaster, Pa,, as^t ntpr and eomnti mgr 
WCAU, Phila, puhl dir 
TV Diuevtf nianaginf: ed 

NItC, N. Y., dir of news and special e\'ents 

Kudner* N, Y. 

WCAl', Phila, prom dir 

KUTA, Salt Lake City, sis nipr 



NBC, N. 
NBC, N. 
Cits, N. 
NPC IV. 
MtC n. 



Y., 4lir of lv news and t^peeial e\ents 
\., sis depi 
^ ., pro4l-dir 

a»>^t to vp 



Pan Ameriran ltroadeastin|t Co, N. Y., sis proiii m|;r 

Sanie, vp In charge of news and special events of radio net* 

work unit 
Same, actlnc sis mp-r 
Niti tv sis dir 
Same, m|;r 
Same, lv eoniml rep 
WCAU, Phila., prom S: puhl d< pt 

Snnie* *llr of news and special events for lv or|;aniz a 1 ion 
NBC, N. Y'., acct exec sis dept 
Same, dir of prom Si puhl 

Itorky Mountain Broadcast inR Sysleni, sis vp (new 6*stati«n 
organization in Idaho. Ulahf Montana, U yoniing and Nevada) 
Same, nipr of operations of lv nc^s an<l special events dept 
Same, Eaniern sis mgr 
MCS. N. Y., assi dir of prod 
I leaf I of NBC t v net work or;:anizat ion 
NBC I* prod dir 



1 



• III next is.viie: iVeie iVotioiiaf Spot Business; Metv and Reneti'i'd on Ti'levision; 
Statioit Representation Changes; Advertisint} Agency Personnel Changes 



Sponsor Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



luBt-ph M. Ailrn 

UjKIuii II- ( ollin 
W »Mar« T. Drew 



\. J. DuUuU 
KrlliiK G. Ko»»um 
]>unalil S. Vrvst 

lluwuril Gurnian 

|>a« hi 11. Griehby 

K. >. Guild 

J. S. lliwlll 

h. !*• II- Junirti 

\lihon U. Kaiilrr 

llrrinun KuU 

\rlliur F. Kflly 
Harold 1>. .^I^Anf^y 
^l arion Shrrnuoil 
(rvorgf V. art' 
J ack V Irlorlnt* 
Itogcr C, U'liitniaii 



Kriitol-M>fr« Cu, \. ^ %|) in rharfte adv 
l.if;litulifr Inr* N. ., n■^r 

McCaiiii-KrlckKoii, .N. ., arci ewe 
llristol-.Myer* i'.o, N. ax%t atlv itifsr 



IN iri W Ine To. >. 1 .. 



llrlsUiN.Myrrs Cu, N. 1'., as»t odv iiit;r 

Swift & Co, Clii.. as>.l nipr of dop f<i<iil dr|il 

/fiiilli Katlio I !or|i, < ill i., pro in iiif:r 

llor(C>\^'ariier Co, Gini- iniiali, r«-lirrd a* sis v\i 
Andrew Jrrpcns Co, liiiic iiiiial i, rrlir**il as »1* * |« 
MIIS. >. vp 

4!liicat:o Ciiu-ma I'rotlurls Co, Clii., odv iiipr 

Jacob Itii]*pfrl llrt-wi-r)', ^1- lifail for >cw 

i'.n(:laiid lerriiorv 
V\'fkt«-rii Airlinftt, L.A., to ]irf» 

^lo^^i!• F. Sm sMi-y liir, Clii., at-t-t evrc 
llorlaml, \. ^ .. ari't **xtT 
Tfx trull I nc, N . 1 ., a«l V nipr 

(.uuprr Alloy l-'oun<lr>- Co, Hillside, \. J., «l- nipr 
lEri>tol>Myera '.'o, \. Y., a-ol ailv iiigr 



^aine, vp in rharge pul* rcl 
.Sanie, uhst to prt-s 

ItCA \'iciur di> inioii, I' a in den, N . J ., adv dir 

Saiiir, atl v iiiffr < Sal I It- pat tr a, l!<-nex Itr u»lile«- Shave Crt'um, 
I n;.*rani A iii mon iuin Tooth I'om dt-r and '*ltn-ak Tlie Hank" 
radio hhoM ) 
J ari|ueH ^l Co, I'hi., Ri-ii t>lt> mfz r KC f <iodk 
Sti-M arl>\^'arnrr Corp , i'-hi., gen nipr «-li-<-t rir ili vision 
Same, adv iiif:r 4Tru>hay, Aiiiiiien's Antioeplie PoMiler and 
Vilaliii) 

(raill•'^ l>op Fooils, Kaiikaki-i-, 111., a«*<ite a<l* iiicr for ((aiiies 

llo^ I'OOllh 

Saint*, udv iiifir 

\ ii-tor Prnfluetb Corp, ll uci-ri>loM ii, M<1., t;en s]^ ni^r 
Mana;:rr of Ji-r^f ns>M'o«dl)ury liu«iiiek» in Florida 
Slfulieii ClasK, Inr, >. \ protii dir 
l-lkro I'rodui-t-a Co, Cli i., ad\ and f-li prom ifif:r 
Jaeolt Kuppt-rl llrewer), >. 1., vp in ehar^e nf -I- 

M'fsicrn Airline!*, 1..A., f>l»> \p 
Uii'liiiiotid Kudiator Co liir, adv dir 

I'nited Stali-« Time Ciirp, N. 1 ad\ ami pritiii nifir 
Saiiif, a*<4t til pre- in ell arve ad\ 
Same, f£en hIk iiigr 

Same, a<l« iiicr Hpana^ ItufTi-rin, Muni, Minit Hull, "Mr. 
Di-trirt Attorney" ra<lio hhow ami ^'l.iieky Pu]i** tv show ) 



New Agency Appointments 



SPONSOR 



AGENCY 



PRODUCT (or service) 



Aemr Hrt-weries, S.K, 
Ailler Shoes, N. 1 . 

Aiiurit-an Liino|:e« China Co, N. \. 

\niericaii Hire Growers Cooi»ir at ive Asfoelation, 

llouitton, Texai 
Anieriean Safety Har.ir Corji, IV. 1. 
Anieriean Stove Co, St. 1.. 
Artistir Foundatioint Inr, N. 1. 

Aitsoetated I'laxtiex Co, I'liila., l*a. 

liadfier Taper Mills I iir, tViihtipo, Wis. 

M. J. Hreilenbaek Co, N. ^, 

Ituitoni Produet* Ine, -V. ^ ■ 

H'Zdl Ifoney Co« Vlhamhra, California 

The Cenlaur<Caldwell Division, V, 

Chaltanoofta ^leilieiiie Ct», Chattanooga. Trnn. 

<;ook Ciieniieal Co, Kan!»ok City, >I«. 

Coral Inc, N. Y. 

Cory Corp, Chi. 

Cushiiian*8 Sons Ine., Long Island City 

l>a« i> llrothrrs l-'i>herii-k i'-u Inr, Giotiet-ster, Mas:*. 

l>eiiiert tS. Dougherty, Chi. 

Dfvoe Raynolds Co, Inc, N. Y. 

E. I. duPont tlf .NeniourA ».V Co, ^^'iiminf:ton, Del. 
^lillOIl I.. Fhrlirh Ine, N. Y. 

Fanhion Park X Stein Itlorh, Korhotrr, >. ^. 
Julian Frririeh Inr, N, \, 
Geiii-ral Cosinetir > Corp. Pliila. 
A. C. Gilhirt Co, New lla^en. Conn. 
<.inibeU Department Store, N. \. 
<ireenwood Parking Cu, <*r4-enwoud, S. C. 
rile Grovr Laboratories I iie, St. L. 
Guild Mfg Co 

The lloltlen Co, Buffalo, N. Y. 
Inland Steel Co 

I n»urance Co of North Anieriea, Phil a. 

Kerniin Food Produets, I.. A. 

Kilelien Sale!* Corp, Newark 

I'ranre^ II. l.eggett & Co, \. \ , 

MeKe!>Aoii & Hobh ins 1 ne, ^ . Y, 

.MeKes-uti & Uolibin* Ine, V. 1'. 

Mail Pouch Tobacro Co, M'hcclinff, ^ . \' a. 

The M atthias Paper Corp, Phi la. 

The Morton Dog Food Co, M npU. 

Neil irk *(i Inc, N. 1 . 

Nc»tle>Le Mur Co, Mcrfden, Conn. 

Nieolay>Daiieey Co, Cbi, 

.Norito Co, Clii. 
Nu>Kiiainel ( orp, Chi, 

rennsyl\'ania Sugar, Phila. (Division of ^i~ational 

Sugar Refining Co for (Quaker Cane Sugar) 
F<1 I'inaud I ne. .N. 1', 

Plltitburgh Plate Glas* Co, llalto. (llaltlniore Bru-h 

Division) 
The Reelon Corp, S, F. 
Hc-iaurant of the .Month Ine 
HolN Hazor Ine, N. Y, 
Itogers Park Drug Co, llaltiniore 
.'^ehiaparclll Stocking]*, >, \ . 
Ser^rl Ine, Kvaiiii \ i ||e, I nd. 
Silhouette Corp, St, L., Mo. 
C. K, SiinonlnV Sont Inc, Phlla. 

Meel Ca»ii Servire & Sale^i Co. Rocky Point, L. 1. 
Topinu^t Paeking Co, .\. 1, 
I'nited State- Armv X Air Torre 
Virginia .Mal<l lloHlrry MllN, Pula>ki, \ a. 
>^ a^hliiKton Loan A Truft Co 
K. D. Wirnrr Co Inr, N. Y. 
Willord Salr* *K Ser\i«e Inc. IMiiU. 
Uohert William Food Co, L. A. 



Heer 

Men's shoes 
Diniierware 
Hire 

Razors 
GaK ranges 
Swimsuils 

PI a»t ie packaging 
I'aiier 
M edieiiies 
M aearoni 
Huiiey ]iaeker 
1 ronized \ east 
Car«lu i 
I ii.'.eetieitle 
Sportswear 
Coffee lirewerM 
Retail liakery ehain 
Cat food, frozen fish fillets 
I lect il i vision 4 gas line anti-f r 
Paintx 
Cheiiiirals 
Huililer.^ 
.Mcii*« elothiiig 
Packer of snitikrd mealH 
CoMiiel ICS 
Eleetrie appllanee« 
I ]ihol»t«-ry division 
Meat pruduets 
\nti-hi«taiiiine produrl 
Stuffeil toys 
It azor I>1 ade sh arpciirr 
Strc) products 
1 nsuraiice 
Frozen meat pie» 
"Cooleroller" rolling pin 
Food 
**Tart an" 
*'Tawii" 
Tobai-co 
Pa]ier 
Dog food 

Orange J uicc concentrate 

Hair product)*. Mavis, Nestle Coloriiine, 

Vestle Ualiy Hair Treatment 
Potato Cliip^ <Chl, advertising) 



Norilo poM 
Paint- 



iler 



Pi II a ml \ 1 rresi.otihle Itliie V altz 

Djer*K i»s 

Itrushea 

Glasst'fi her fihhlng rn(l« 
Dining bcr\-ice 
Razors 

Poison iyy lotion 
StoekingK 

Fleet rie e^quipnient 
Stationery 

Popeor n oil iieasonlng 
Steel ha>heA 

Kl telle n>.^l ade food product n 

Herruiting 

I losirrv 

Itaiik 

\luni ilium tnouldingti 
\ir conilitloniiig 
Spaghetti, macaroni 



Foote, t'otie Helding, S. F, 
Krederirk Clinton Co Inc, 1. 
Levy. .Newark 

Irreer, Hawkins & Allen Ine, Houston, Texas 
National, N. Y. 

Krupniek H Assoriates, St. L. (effective Jan 1) 
Thomas H: Delehanly Ine, N. Y. (effective 

Jan 1 ) 
Itenharo, Phila. 
Srott 1 ne, M ilw.. Wis. 
Dorland Inc, N. Y. 
Harold J. Slesel. N, Y. 
Jordan Co^ L. A. 

I > an rer •Fitzgerald 'Sam pic 1 ne, N. Y. 

Slret-t & Finney Die, .N. 1'. (efferti-i-e Jan 1 ) 

Gardner, S|. L. 

^'illiani Lawrenre Sloan, N. Y. 

Daiieer-Fitzgerald<Saniple« Chi, 

Arthur Pine Associates, .V. 1*. 

James Thoni a» Chirurg, Itostoii 

Huthrauff A Ryan, Chi. 

J. Walter Thonip>on, N. \. 

HHD&4), N. Y. 

S. R. Leon Co Inc, N. Y, 

Sterling, N. Y. 

Tracv, Kent, N. 1'. 

J. .M. Korn. Phila. 

Do V Ie Dane Bern hack I nc, N. \ . 

Le* y, Newark 

Jim Henderson. iFreenville, S. C. 

Sullivan, Staufft-r, Colwell X Davie- Inc, N. 1. 

Arthur I'lne co'-iate<. 

lli>, Ituffalo, .N. Y. 
Weiss ^ Gellcr tii. , Chi. 
N. W, Aver X Son Die. N. 1. 
J or dan Co, L. A. 
Lew, »Mork 
Peek, N. Y. 
J. D, Tarcher, N. Y, 
F.lliiigton, N. Y, 
Charles W. Iloyt, N. \. 
(;ray & Roger-, Phila. 
M acKen-^ic 1 nc, .M npU. 
Vt ei's & Gellcr, >. Y. 
L. II. Ilartman, N. Y. 
K. T. l)'t:onnell, N. Y, 

.Merger of >l itehelUF au>t ^ith Sel>Mininier anil 

Scott, hoth Chi. 
Harry It. Cohen. N. Y. 

Merger of M itehelDFaui^t \»ith Srhwininier ond 

Seott, both Chi, 
Fletcher D. Richards Inr, .\. 1. 

W'c>ley \><:ociales, N. Y. 

Dor I and 1 nc, N. 1'. 

VanSant, Dugdale & Co, Ralto. 

Ilocfer, Dieterich & Hrown I ne, S. F. 
William Warren 

Anderson, Da\ Is Platte Ine, N. Y. 
Joseph Katz d o, Haltimore 
llozcll ond Jaeohs, N. Y. 
Huchcn, -N'. 1'. 

(TNeil, Lorsoii & .Mc.Mahon, Chi. 
.\drian II a tier, I*hila. 
Flint, >. Y. 
Cromwell, N. 1'. 
Grant, Chi. 

Iter mill gh am. Cattleman & Picree, N . 1 . 

Kal, Fhrlieh \ Merrick 

J allies Thoni as Chiriirg. > . 1 . 

Gray \ Rof!er», Ph ila. 

Jonlan Co, L. A. 




of P 



Station WFAA 
1100 Santa Fe Building, 
Dallas, Texas. 

Gentlemen: 

Please send me complete statistical data on "The 
Early Birds" contest. 

NAME . 



ADDRESS- 
CITY 



.STATE 



Thirty thousand seven hundred people entered 
the recent Early Birds' Contest . . . people who make 
their homes in 1,080 cities and towns in North and 
Central Texas and Southern Oklahoma. You can't type them 
for they include doctors, lawyers, politicians, 
housewives and youngsters . . . every one who 
wakes up to radio in the growing Southwest. 

They're loyal, too . . . have listened 
to this early morning variety show 
for six to nineteen years. If you'd 
like to know more about this contest 
with proof of sponsor identifi- 
cation on "The Early Birds," 
just paste the coupon, at left, 
on a penny postal, 
fill in your name and address, 
and mail it to 



PREMIER STATION OF THE SOUTHWEST 




Martin B. Campbell, Geneva Manager 



820 KC • NBC • 570 KC • ABC 

TEXAS QUALITY NETWORK 

lodio Srrnitr of ihr DaLLaS mOININC NEWS 



tepreienled Nodonolly by Edoord ^elry ond Company 
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MESSRS. HOOPER AND 



evening programs 
have the highest average 
rating in radio today. 

CBS average Haaper: 10.0; the next clasest 
netwark, 8.1; and the remaining two netwarks an 
average af 5.9. On Nielsen, CBS rated 10.7; 
the next closest netwark, 8.6; and the remaining 
twa, averaged 4.8 




has most of the most 
popular programs-nearly three 
times as many as all other 
networks combined. 

Hooper gives CBS 1 1 aut af the "top 15"; the next clasest netwark, 3; 
and remaining netwarks, I. Nielsen gives CBS 15 af the "top 20"; 
the next clasest netwark, 4; and remaining netwarks, I 



That's why advertisers agree CBS gives them the biggest 

i 



NIELSEN DO AGREE,.. 

Source: Eve. network 
commerciot programs. 

Hooper -October 1-7, 15-21 
Nielsen — First Oct. report 
(overoge oudience bosis) 



the past year, radio listening 
shifted heavily to CBS and 
' away from the other networks. 

Hooper shows a 15% increase in listening to CBS over lost yeor; 
o 20% drop for the next network; o drop for the remoining 
two, combined. Nielsen shows a 16% increose for CBS; o 14% 
drop for the next network; ond a drop for the remoining two 




average program that 
remained on CBS increased 
its audience over last year. 
The average show that didn't 
switoh to CBS from the next 
network jost listeners. 

Hooper shows the averoge progrom thot stoyed on CBS 
went up 3%; those thot stoyed on the next network 
went down 15%; Nielsen shows CBS up 3%; the next 
network down 10% 



eaudiences 

I 




at the lowest cost in all advertising. 



,2 Hometown 



IMetv developmenis on SPO!>ISOR stories 



KBON 'oTo,o 

KOLN ^r..n 

offers you 
coverage of 

Population 674,500 

Families 200,000 

Radio Homes 172,880 

with on 
Effective 
Buying Income 
of 

$1,071,583,000 




L^^\ Equal 



to 



60% Buying Power 



of the 



81% Radio Homes 



of the 

ENTIRE STATE 
OF NEBRASKA 



See '. "Does your TV commerciat click?" 
Issue: 10 October 1949, p. 26 

Subject' Cities Service's three dimensional TV 
film commercial 



Cities Service s current three dimensional animated film commer- 
cials oil the television portion of its show Hand of America, NBC, 
Monday. 8:30-9 p.m.. is proving more effective than the program. 
In Roston, Newark and Harrishurg T.S'f of the dealers surveyed 
Considered the commercials outstanding. Most of them stated that 
business has increased since the 20 second films, featuring the 
l)umptious Iladley and his nervous wife, were put on the show. 

Artist Jack Fisncr created Iladley for TV film producers Roberts 
and Carr. Hob Kobcrts showed the figures to Hal James, radio direc- 
tor of Ellington, who immediately spotted their commercial value. 
Although the figures apjieared haughty and aloof, James reasoned 
that, with clever dialogue, Hadley and his wife would be more 
entertaining thai offensive. And, according to Daniel Starch, if a 
commercial is entertaining, it is usually remembered. James was 
right, the commercial was an instantaneous success. 

H\ year s end Cities Sen'ice will have spent 81,500,000 for nation- 
al radio and television advertising. In 1950 the company's annual 
ad budget will be increased and a greater portion allocated to its 
radio and TV activities. If the general enthusiasm and favorable 
comments and letters continue, Cities Service may seriously consider 
(levelo|)ing its appealing animated characters into a full program. 



Seel "Are giveaways good programing" 
Issue: 12 September 1949, p. 25 

Subject' New giveaway show smash sales pro- 
ducer 



One month after Seeman Brothers launched the novel giveway 
show Tiine-O. WMCA (New York City), xMonday-Friday. 1:30-2 
p.m.. it sold more White Rose Tea and CoITee than in any other four 
week period in the history of the company. Seeman's promotion 
men always apjireciate the advertising imjiact of the giveaway pro- 
gram. However, they feel that these shows lose much of their effec- 
tiveness by covering too wide an area. Listener interest wanes as 
it become? apparent that the possibility of any single individual being 
called is very negligible. The firm's top brass and agency chiefs 
from Weintraub. guided by veteran radio director Chuck Lew in. con- 
ferred about a new type of giveaway gimmick that would minimize 
the element of chance and increase home audience participation and 
skill. When the huddle ended Tune-0 was created. 

The j>rogram encompasses all the elements of the standard give- 
away and more. 2,000.000 special cards were distributed to the 
28.000 WTiite Rose Tea and Coffee outlets in the area. On one part 
of the card there is the numerical pattern for a bingo game; the 
other part lists 2,S0 sing titles with corresponding numbers. After 
the song is played on the air, the listener checks the number of the 
song title and works out Tune-0 (like bingo). First person having 
Tune-0 calls the studio. Prizes range from S500-S1,000 daily. 

Dealers and grocers are clamoring for more cards. The 2,000,000 
originally issued are already in use. The show receives an average 
of 1500 calls and busy signals per broadcast. Seeman Brothers has 
streamlined the giveawav program into a solid selling vehicle. 



KOLN/^ 

Pool R. Fry, G«n. Mgr. 
World lr«iurar«c« BIdg., Omaha, N«br. 
Natl. Rep: RA-TEL, Inc. 
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■ LL TUK HORSESIIOKS ill Santa Anita won't 
guarantee good Inck to a Coast canij)aign i)ast,<I upon a 
"plus market"' that actually doesn't exist. So lie sure to 
keep an eye on the sujierstition that only one network 
reaches most of the Coast towns outside the hig cities. 




'\SE YOUR liUY 0.\ H.MI5 and _\oii won't notida rah- 
liit's foot to bring you extra value in Pacific Coast radio. 
BMIi shows that ABC delivers 90.7% coverage of the 
entire Coast. ..hig markets and small, from little Lemon- 
cove in the Sequoia's shadow to hustling Long Beach. 




I HECK UP WITH AN ABC representative if you want 
to"get hicky"in Coast radio. You'll learn that 22 stations 
on ABC's Coast network are strategically located to 
cover not only smaller towns outside metropolitan cen- 
ters, but the hig buying, big city audienees. too. 



On the coast 
you cant get away from 

ABC 



FOR COVEIt VGK . . . ABC's booming Pacific iw twork 
delivers 228,()()() watts of jiower— 4l,.")()0 more than the 
second-) dace network. This power spells coverage — 
ABC jirimarv service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. 

FOR COST.. .a half liouron ABC". full 22-station Pacific 
network costs only §1,228. .50. ^et yon can biiv as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 
that helps slice the cost-per-listener. 

Whether vou're on a coast network 
or intend to he— talk to ABC 



ABC 



PACIFIC NETWORK 

Ntw Yom: 30 RorlcWIcr I'laza • Cire-lc 7-5700- DtTBOlT: 1700 Slroh BuiMIng - ClUrry K!21-CMlrAr.o . 20 N. Wacktr Drive 
DKlawarf 1900-Los A-NCELis: ABC Telcvisiun Ccnttr- NOrmandy 3.3311— San FiiA>risco- 155 VIonlpomtri «l. • EXbrook 2-6544 
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Our man Jamison is a character. 




By this we don't mean that Mr. Jamison is the sort of fellow 
who panics the office by returning from lunch with a lamp shade 
on his head... (although, of course, he likes a good joke as 
well as the next man). 

What we do mean is that Jamison is an invention of our imagination 
. . . based on our many years of successful experience as broadcasters' 
representatives. (We thought we'd better mention this, because 
we've received quite a few phone calls for Mr. Jamison since we 
started him off at the first of the year). 

Jamison is really a composite of the qualities that make the 
services of Weed and Company so valuable. He serves both ways. 
He serves the men who provide radio and television facilities . . . 
he serves the men who advertise over them . . . and he does 
both superlatively well. 

That makes him a symbol as well as a 
character, we figure. Anyway, we're mighty 
proud of Mr. Jamison and the qualities 
he represents. And we want to say so now, at 
the end of his first full year with Weed 
and Company. 

This is a most appropriate time to say 
one other thing, too . . . 

A VERY MERRY CHRISTMAS 

to all our good friends among 
the broadcasters, advertisers 
and agency men of America. 




Weed 



radio and television 



station representatives 

1 ncwyork • boston • Chicago • decroic 

ana company san francisco • atlaota • hollywood 
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Letter from a jinglesniith 

An cxpv rt'»» uninhibited hint)^ on how to do a sueccs^sful sin^'in^ eoninieroial 




Dear sponsor: 

As you probably know, I 

am not in the agency busi- 



ness any more. I am a consultant to 
advertising agencies. My work, how- 
ever, still includes the creating and 
producing of radio and television com- 
mercials and, of course, singing com- 
mercials. To tell you of all my expe- 
riences in this zany field would take 
too much time, so I'll just give you 
a few. 

You mention Whiz, so I'll tell you 
first about that. This is not a singing 
commercial, although several singing 
ideas were presented to that company. 



Originally I got up a spot for them 
which consisted of interrupted nursery 
rhymes, like this: 

Little Miss Muffet sat on a tuffet eat- 
ing of curds and whey. 

Along came a spider and sat down 
beside her and said: "What do 
you wanna eat that stuff for? Get 
a Whiz Candy Bar.'' 

Little Jack Horner sat in a corner 
eating a Christmas pie. 

He put in his thumb and pulled out 
a plum and said, "Boy, what a 
mess! I'm going to get me a 
Whiz Candy Bar." 



This spot was regarded as cute by 
the public and we found out it was- ex- 
citing comment, but didn't have enough 
name reminder value. People just re- 
membered it was advertising some 
c<indy bar. So, I struggled with nu- 
merous gimmicks and devices for mak- 
ing the name register, including trying 
to make a Whiz sort of sound. Sudden- 
ly I hit on the spoken line: 

IVhizzzz — best nickel candy there 
Izzzzz! 

Then I wanted a repetitive device, so 
I added the line, spoken by a second 
voice: 
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Brother, you can say that a/^ainl 
And the first guy answered: 

Okay, I will! Whizzz—besi nickel 
candy there izzz! 

Thi» spot caught on very (|ui(kly 
with the public ail "vor the country, 
with |)(-i)|)io even taking tiio trouble to 
repeat tlio gag line, "brother, you can 
>a\ that again." and it translated it- 
self into healthy sales from the potent 
reminder effect. 

For a second product of fJcich Can- 
dy Company, Pecan I'ele, 1 used a 
singing commercial in the Mexi style, 
as follows: 

For a wonderful candy treat. 
Don't forgot to get Pecan Pete, 
Because Pecan Pete, she's pop-u-lar. 
Everybody love th^-es candy bar. 
Don't forgot to get Pecan Pete. 

I'art of the gimmick in tins commer- 
cial was the Mexi-type phrases, espe- 
cially don't forgot to get. This spot 
was used with good efTect in a program 
sponsored by Heich for both If'hiz and 
Pecan Pete. 

VoT a w ine. Paradise IFine, 1 used a 
Papa no want no other wine but 
singing conuncrciai based on a song 
popular in the Bahamas. We thought 
that it was a native chant, but found 



Vhi£ — best nickel 

oandy there iia 



out that it liad been written by a cou- 
ple of American song-writers and had 
to pay a yearly fee for its use to the 
publishers. Hut it was so catchy that 
it was worthwhile paving the small 
amount involved. The original song 
was, "Mama no want no peas, no rice, 
no cocoanul oil!" We originally us<'d 
it this way : 

Papa no want no other wine but 

Paradi.<ie Wine. 
Mama no serve no other wine but 

Paradise Ifine. 
When you order wine today. 
Say like papa always .snv. 
I'apa no want no other wine but 

Paradise Wine. 

After this c<)nnner<-ial caught on and 
was rolling for a while, an official of 
the sponsors firm bei'atne sensitive 
about the cockeyed grammar and in- 
sisted that we change it. So, we puri- 
fied the grammar and were lucky to 



papa will have no otiisr 
«in« but paradlae wine 



get the Mills Brothers to record the 
spot, in this manner and with .Mills 
Brothers tricks: 

I'apa icill have no other wine but 

Paratlise Wine. 
Mama will serve no other wine but 

Parcuiise Wine. 
When you order wine today say what 

papa likes to say: 
Papa will have no other wine but 

Paradise Wine. 

This was used as a spot and also 
used in a number of programs as a 
theme. The public went for it in a big 
way, and for ihe product, too, as a 
result. 

1 might say here that 1 feel the tend- 
ency is much more toward singing 
commercials today than spoken spots, 
although spoken gimmicks are used 
fre(]uently in singing commercials. The 
reason for the trend toward singing 
spots is that they are much more read- 
ily accepted as radio entertainment and 
are almost like popular songs in their 
appeal. There are. of course, many 
super-sensitive souls who just don't 
like any commercials, even including 
singing spots, and who like to condemn 
them as juvenile l)ecause such opinions 
make those who utter them feel sophis- 
ticated. 

For a soft drink called Green River, 
I used a chant that's a kind of musical 
version of the hawkers at ball parks: 




Have a drink, have a drink, hove a 
drink, have a Green River. 

Have a drink, have a drink, have a 
drink, have a Green River. 

Delicious, different, goodness knows. 

Green River, where refreshment 
flows. 

Have a drink, have a drink, have a 
drink, have a Green River. 

Of course, just seeing the lyrics in 
print doesn't give you any idea of the 
treatment, but the reminder devices 
may be somewhat understood. 




Originally we used to get many let- 
ters and complaints about the spoken 
commercials, but this is not nearly as 
common today. I recall one spot which 
an agency I was with asked me to pre- 
sent to a lady who was an official of 
the sponsor's company. We did an au- 
dition, live, and called in several girls 
to try the repetitive line so the spon- 
sor could express a preference. The 
lady, in a whisper to me. asked, "If 
we're going to irritate the public, can't 
we irritate them pleasantly?" 

It is my feeling that any spot or song 
which sets out deliberately to irritate 
is bound to fall by the wayside. If 
there is irritation on the part of some 
listeners or viewers due to the fact that 
they hear it constantly and can't get 
away from it. the same thing may be 
true of popular songs, but I believe 
now in making the singing commer- 
cials entertaining and easy to listen to. 
They should always, however, have a 
good reminder gimmick or device. 

One singing commercial which at- 
tracted a great deal of attention in the 
Middle West and did a great job sales- 
wise was originally a spoken line ( for 
a beer ) : 

/lllas Prager, got it? 

Adas Prager. get it. 

Atlas Prager, best beer in town. 



Atlas Frager, ao* 

Atlaa pragsr, get It 
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There was a pwuliar voice inflwlion 
given to the delivery of the line ge/ /// 
which caught on immediately and 
everybody was saying it. In fact, they 
clowned about it on floor shows, it pot 
into a movie, and a school-teacher told 
me that when she was in the ^jfocess 
of explaining something to her class, 
she inadvertently asked. "'Got it?"" and 
just about the whole <-lass yelled: "Ce/ 
it!" And I ve even had parents tell 
me that their ofTsjiring in uttering their 
first spoken words said "If 'hizzzz: ' in- 
stead of the usual Mama or Papa. 

The Atlas Prager sj)ol was done as a 
muscial spot during a musician's 
strike, so we used a group who sinm- 
lated nmsical instruments like the Mills 
Brothers. Later, we recorded the song 
in man) different versions, even a Chi- 
nese type musical treatment. There 
were also a Samba treatment, a Dixie- 
land version, a polka, park-band wait/, 
etc. This gave interesting variety and 
a shot-in-the-arm to the commercial af- 
ter it had been used in the same form 
for a number of years. The disc jockeys 



Have a drink, have a drink, 
have a drirtk, 

have a Green River 



particularK loved all the different 
treatments. 

For another beer. Etleliieiss Beer. I 
used a song by no less a composer than 
Strauss. To the tune of his "Artist "s 
Life" the following lyrics were sung: 

Drink Edelweiss, it tastes so nice. 
It tastes so nice, drink Edelweiss. 
To quench your thirst, remember 
first 

Drink good old Edelweiss. 

A spokert line precedes the song, as 
follows S 

Drink Edeliveiss Beer, 

It's a case of good judgment. 



In some cases where only the name 
is featured in the song without 
mentioning what the product is (al- 
though the product is generally so well 
known by name in the territory that the 
public knows it's a beer or what have 
you) a spoken line such as the above 
is delivered first to make the song 
which follows perfectly clear. In some 
instances, too, where the gimmick is al- 



Lftter irom 
u jiiif/ft'.Miii<fi 

Wag Wagner's letter to SPONSOR be- 
gan as filler for our analysis of singing 
commercials (see 2 January 1950 issue). 
Since Mr. Wagner Is a pioneer in this 
field we naturally asked for his opinion. 
But back from Chicago, where he main- 
tains his office at 75 East Wacker Drive, 
came this most unusual and useful ac- 
count of a jinglesmith in action. We're 
so impressed that we're delaying our 
roundup story one issue. We publish 
Wag's letter iust as we got it. 




most eutireh reminder, a spoken line 
will be used with some sell in it. even 
if it's just a slogan or one featured 
selling argument. In other words, we 
want the spot to do a reminder job and 
a selling job, too. In the longer spots 
120, 30 and 60 seconds) we will put in 
some strong selling copy in addition 
to the song, possibly beginning and 
ending with the song or gimmick, with 
the selling «'opy in tlie middle. 

For another beer I used the "Skater's 
W altz." Generally. I feel it's better to 
use original melodies because in using 
familiar melodies \\hich already have 
lyrics, the public is apt to remember 
or keep thinking of the original words 



For a wonderful candy treat, 
dont forget to get Pecan Pete' 



and miss the coniincn ial message. 
Where the song has no known lyrics, 
however, as in the case of the Strauss 
waltz or the Skater's waltz, the fa- 
miliarity of the public with the melody 
is all to the good. There are some 
melodies, however, w hich the public so 
reveres that to use them for advertising 
messages is almost regarded as sac- 
rilege, and we avoid those. I do, at 
least. 

I did one spot some years ago for 
Broadcast Corned Beef Hash in which 



I used a drum background fno tune) 
to the announcer's jingle and the an- 
nouncer did the thing in time with the 
drum rhythm. 'Ihis was most elfective. 
It went like this (picture the drum 
beat ) : 

You wanna serve a meal with zip and 
dash? 

Get a can o' Broadcast Corned 

Beef Hash. 
Saves you cookin, saves you cash. 
Get a can o' Broadcast Corned. 

Beef Hash. 
Broadcast Corned Beef Hash! ( V oom ) . 

This particular sponsor brought a 
record of the spot home with him and 
picked this one among a number of 
others submitted hwause his maid had 
done a cute shulTle to the rhythm when 
he played it. 

The way the s])ot is done, sung or 
spoken is of utmost importance. I will 
work for an hour or more, if neces- 
sary, to get exactly the delivery I want 
on the ginmiick line or phrase, even 
the spirit of the song. 

Copy is also of great importance. I 
generally try to suit the copy to the 
{Please turn to page 59) 



Drink Edelweiss, 

it tastes so nice 



•J 
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That oxtra push fakes 



National Biscuit Company 
has l)ccn i!i radio with both 
feet si!ice 1930. 

In that hlcak )far Nabisco launched 
a musical |)ro};ra!ii for Wheatsworth 
breakfast cereal on NBC. It's a safe 
bet that the network bad more than 
an identical set of initials to offer in 
that early experiment, because Nabis- 
co's stake in radio has grown steadily 
tbrougli the \ears. The firm's current 
ap))ropriation for radio and television 
is about .83.000.000. roughly half of 
its annual advertising budget. 

One of Xabisco's star salesmen is 
\rthiir Godfre). who hawks Premium 
Cra<-kers. (iraham Crackers. Ginger 
Snaps, Hit/, and other National Biscuit 
pr<idu< ts on his morning show over 
CBS from 10:l.=i to 10:30. five days 
a week. The (Godfrey show takes a 
SI. 000.000 annual bite out of the Na- 
bisco budget. An estimated 5800,000 is 
earmarked for miscellaneous radio and 
TV advertising of other Xabisco prod- 
ucts. In this <-ategory are radio spots 
for Nabi.Mo Milk-Bone {for dogs) on 
stations in Akron. Detroit. Cleveland. 
Louisville. Pittsburgh, Youngstown. 
and two or three other markets. These 
operate on a flexible schedule. The 
company also sponsors Bed Ryder, a 
lialf-hour weekb transcribed Western 

Telecast of dog show sells Nabisco Milk-Bone 




^ Straight Arrow himself — a near-lifesiie store display 



aster merchandiser 



National Biscuit Coinpaiiy's $3,000,000 radio biid^i^ot a loii^\ lon^' way 



drama, for Nabisco bread in cities Naliisco s newest l)al)y, Slraif^hl Ar- 
where its bakeries are located — Wil- row. is also its biggest investment. The 
mington, Watertown. Charleston, liuf- 
falo, and Elniira. 

Nabisfo views spot radio as an in- 
valuable adjunct to the network shows 
which are the backbone of its radio 
structure. Sj)ot's special virtue, from 
the company's viewpoint, is its great 
flexibility. Nabisco finds spot especi- 
ally effective when the goal is a con- 
centrated impact in specific and often 
isolated market areas — as in the scat- 
tered upstate New York areas where 
Nabisco's bakeries are located. Spot 
has won a permanent place in the 
firm s radio tool chest. 

Nabisco has used television only ten- 
tatively thus far. Aside from a few TV 
spots in the New York area, the com- 
pany's principal video buy has been 
the annual Westminster Kennel Club 
dog show in New York's Madison 
Square Ganlen. Nabisco sponsored 
this top-drawer event last year on 
WCBS-TV, for .Milk-Bone, and will pre- 
sent it again in P\'bruary over WOR- 
TV. (Nabisco is convinced that TV 
will one da) play an important role in 
its advertising picture. Hut for the 
present, the firm hankers for "inore- 
viewers-per-dollar" than the medium 
can offer.) 



show s three weekly lialf-liours on Mu- 
tual represent S1.200.()0{) in gross an- 
nual billings. By October, when it was 
less than a year old nationally. Siraiglil 
Arrow was the top-rated kid show, with 
a spectacular Nielsen rating of 7.5. 
Further, the program stood eighth 
among multi-weekly programs in Niel- 
sen's Top Ten national listings, mark- 
ing the first time a kid show had 
( racked that select bracket. 

The story of how this infant prodigy 
got where it is serves to point up Na- 
bisco's masterful approach to radio 
advertising. Its essence is all-inclusive 
merchandising follow-through, co-ordi- 
nated at every point with alert and 
imaginative publicity and promotional 
suj)port by the network. In the case 
of Shredded Wheat, the product which 
is sold on the Straighl Arrow show, 
Nabisco turned to radio in an effort 
to open a wider market for one of its 
basic items. The Shretlded ^'heat 
package, with its familiar Niagara 
Falls trademark, has been a fixture on 
American breakfast tables for many 
years. But Nabisco's directors felt 
that there were untapped sales poten- 
tialities among children — -and that this 
market was well worth a special sales 



j)ilcli. 

Up to 194H, %vlien Straight Arrow 
began a test campaign on the west 
coast Don Lee network, there had nev- 
er been a Shredded Wheat radio pro- 
gram. The popular breakfast cereal 
had been sold mainly via j)rinted 
media, with radio used sporadically 
on a participation basis. And none of 
the Shredde<l Wheat advertising had 
ever been angled toward a particular 
segment of the buying public. In 
choosing radio for its initial pitch to 
kids, Nabisco followed this line of 
thought, according to R. Stewart Boyd, 
advertising manager for the comjjany's 
cereals and dog food product^: some- 
thing was needed to spark the enthu- 
siasm of Nabisco's vast sales organiza- 
tion — biggest in the grocery field, with 
more than 3,000 employees. Nabisco's 
admen envision advertising cam])aigns 
as supporting their salesmen in much 
the same way that an artillery barrage 
works for ground troops in "softening 
up" their objt^ctives. They ffel. too. 
that such campaigns provide a "dra- 
matic background" for the point-of-sale 
attack of Nabisco's crack sales corps. 

The adroit manner in whigh Mutual 
threw its weight behind this concept 
as the show approached its network 
(Please turn to page 55) 



TWO YOUNG "SQUAWS" TURN OUT FOR STATION POWWOW. GODFREY GETS RESULTS FOR SEVERAL NABISCO PRODUCTS 
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TUESDAY ^THURSDAY 50CP.M. 

ffai/t/tg 'Plondat/ FdiJ 

WESTERN ACTION 






Shell's Ed Lier (left) In huddle wifh agency, sfafion eiecuflves Murray Grabhorn gives Vernon Carrier cup In honor of Esso's Nth year 



Is there a radio man in the house ^ 

How radio specialist in your advertising 

department can often save you money 



^y^^im Ihe young college fira.l 
from Wisconsin was 
amazed. Everywhere he traveled in the 
rural South, barn dance music was the 
rage. I'Ass a tavern door, } ou'd hear 
that stomping heat; go to a barher 
shoj) Saturday night and "swing your 
partner" echoed above the sound of the 
snipping shears. That's why the young 
man w rote back jN'orlh to his employ- 
ers, the I'eiiii Tobacco Company : 
"l^et's sponsor the Grand Old Opry on 
WSM in Nashville." 

Tliat's why Penn's brand, Kentucky 
Club Tobacco, shot up to a leading 
sales position in the South in three 
months — shot up from nowhere to the 
tune of Grand Old Opry's barn dance 
music. 

The young man's name was Wallace 
r. Drew. (He's now an advertising 
manager at Bristol-Myers). Tom Flan- 
agan, then president of I'enn, had hired 
Drew to do just this kind of thing. 
His job was to l)e the eyes and — es[)e- 
cially ears of the I'cnn Tobacco Com- 
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pany out where it was spending its ra- 
dio money. Drew traveled constantly 
those days in 1937. recommending new- 
programs as I'enn moved into new 
sales territories, che<:king the effective- 
ness of old ones. 

Nowadays there's a growing number 
of men in companies from coast to 
coast who do this kind of work. In 
firms which buy time heavily these men 
are actually the advertising managers; 
in others they arc assistant advertising 
managers or assistants to the media di- 
re<'tor. Should you hire one? The in- 
formation presented in this arti< le was 
gathered to help you make a decision. 

When the Shell Oil Company began 
using radio extensively a few years 
ago. it moved Ed Lier from its tour- 
ing service to advertising. He became 
"media representative — radio," taking 
over from a billboards s])ccialist who 
had been overseeing radio as a part- 
time responsibility. He works under 
Shell's media director. C. W. Schugert. 
fSchugert and Shell ad and ])roniotion 



manager D. C. Marschner are the men 
largely responsible for Shell's new in- 
terest in radio.) 

Lier was not a radio or an advertis- 
ing man when he started out four } ears 
ago. But he had been with Shell for 
eleven years, knew the company's prob- 
lems intimately. He picked up radio 
know-how as he went along. His job 
at the beginning of the year is to help 
prepare a schedule for Shell's 15-min- 
ule programs — mainly news, occasion- 
ally sports. He gathers availability 
data from station reps and Shell's 
agency, J. Walter Ihonipson. Then 
Schugert, a J. Walter Thompson rep- 
resentative, and I^ier sit down together 
to thrash out a final decision. 

This year Shell had 44 programs on 
stations east of the Rockies. To help 
get the most out of this sizable invest- 
ment, Lier traveled an estimated 15,- 
000 miles, an average of five days each 
month. A J. Waller Thompson repre- 
sentative, John Heiney, once with 
WTOP, Washington, always goes with 
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him, insuring iiaiid-iii-glove coopera- 
tion witii the agency. 

To Shell, promotion of programs 
among dealers themselves is very im- 
portant. Knowing they are backed up 
by effective radio ups sales morale, 
keeps dealers' eyes from roving to oth- 
er gasoline company afliliations. For 
this reason Lier is always anxious to 
arrange this as well as other types of 
promotion with station managers. He 
finds that by meeting them face to face 
and explaining Shell's needs, he can 
gain their cooperation. 

Example: KSTP in St. Paul printed 
folders with a pop-up insert describing 
Shell's news program. The station 
mailed these to dealers throughout the 
territor)'. WAPI in Birmingham print- 
ed and displayed 4.50 street car adver- 
tising cards for the Shell program 
there. 

One type of commercial on most 
Shell news programs involves an inter- 
view with a local Shell dealer. To start 
a program doing these commercials, 
Lier and Heiney always appear on the 
spot. Lier lines up a group of dealers 
after consulting with the local Shell 
district manager. Then Heiney inter- 
views six dealers, writes co])y for the 
interviews. The interviews are record- 
ed while Lier and Heiney are at the ra- 
dio station. In this way they make 
sure the interview commercials get off 
to a start in the right ])attern. Later 
on, the district managers, having been 
properly briefed, can send data about 
other dealers to Heine)'; he then writes 
the copy from New York, sends it back 
to the station. 

To make sure all the Shell [)r()grams 
stick to a tested format governing the 
spacing of commercials and news style, 
Lier and Heiney spot chwk each of 
them once every three months. The ra- 
dio stations make off-the-air recordings 
at this interval and send them to New 
York. In this way Lier and Heiney can 
also check for diction faults or lack- 
luster delivery of commercials. 

Another oil company which buys ra- 
dio time heavily — and has a man 
charged with spwific responsibility for 
overseeing expenditures and results — 
is Esso Standard. In Esso's case, the 
radio man is Vernon G. Carrier, an as- 
sistant advertising manager. He has 
other duties as well, but his main me- 
dia responsibility is radio. Esso con- 
siders this type of work so important 
that Carrier has a full time assistant 
working on radio exclusively. 



/Ui(/r(i<»i\i/ hirtls—thvst' rutlio spvcitilists 

'I'o <]iKdify for llic frulernity of ml dept. riidio .spcciiii- 
is 11 niiin must liiive the energy of ii migratory l>ir(L And 
lliat^8 exactly viUuX most radio men in H|>on80ring or<;ani- 
/.ationit are. Catte in |)oint: Kal|>li Foote, on<' of the hest 
known men who (h> this kind of joh, wag away for two 
weeks, eanie in for two (hiys, then hastened off for another 
two weeks of living out of a suitcase all during the time 
this ariicle was in |)re|>aration. 'I'hat's why no (h'tailed 
sketch of his o|)erations appears here. Kut, as a<ivertising 
manager of Beeeh-Nut Packing — and as a man with |denty 

of radio know-how he^s |>rohahly out on the roa<l as you 

read this piling u\t more argunieii s on the *'yes"' side of 
the question this article asks. 



Esso's radio policy has remained un- 
changed basically ever since 1934 
when its .5-minute Esso Reporter pro- 
grams began. The number of stations 
started small, grew over the years to a 
24 times a week on 42 stations basis 
($1,.500.00() in 1949). Carrier travels 
at least seven weeks out of the year, 
would s[)end more time on the road if 
he could s[)are it. He manages to stop 
in at each station Esso has scheduled 
at least once a )ear. This maintenance 
of a ]>ersonal relationship is essential, 
he believes. "It's human nature," Car- 




DEAR CUSTOMER: 

I om being feotured in a rodia interview an 
Gilbert Forbes' News Program over station 
WFBM next Wednesdoy: 

Morch 17th ot 10:00 p. m. 

Please listen !n if you car» and let me know 
how you enjoyed the progrom. 

Sincerely^ 
E. W. Perkins 



PERKINS' SHELL SERVICE 

Madison anJ Southern 

0»mplete ShcIiuhr;cat!on Service 



rier says, "to be cold when all you see 
from the sponsor is a formal letter. 
But when a man comes to visit you per- 
sonally, you warm up." 

Carrier, a warm and friendly man 
himself, has warmed up many a station 
manager, helped Esso get a valuable 
program [jromotion. 

Examjilf : Many radio stations take 
booths at the local county fair; very 
often it's the Esso Rejjorter in that dis- 
trict w ho's selected to perform side by 
side w ith the prize steers, chickens, and 
{Please turn to page 40) 




• A.P. RADIO WIRE 

> TELEPHONE RECORDER 

WEEK NEWS STAFF 
i WEEK MOBILE UNIT 

• FOREIGN SHORT-WAVE 




Featuring gas station managers on air is Lier specialty. Stations cooperate with free displays 
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MUim cnstonier 

Ovor 1,000 iiionibors of TV Critics Club naiuo brandij 
(hvy'vo bought uftor viouin$>' coniiiiorcials 



_ ^ fC\ Nearly 4ii%-~41 .9% to 
fflKSi/>,'J he exact — of the men and 
women who returned 
questionnaires in a survey made late 
last October admitted that a television 
demonstration or commercial influ- 
enced them to buy a product they 
never bought before. The study v^'as 
sponsored by a commercial television 
column, "Look Hear," now appearing 
weekly in the New York Daily News 
and Herald-Tribune. 

Men and women — responses were 
divided about equally between them 
named the brands they had purchased 
for the first time as a result of learn- 
ing about them on television. A chart 
a<:companying this story lisU them in 
rank order. The brands named were 
••hoscn spontaneously. That is. the re- 
.-pondents were not given a list to 
••heck from, but were simply asked to 
list them if they answered "ves" to 
the question: "Have any TV commer- 
cials or denion.strations influenced you 
to buy a product yon never bought 
before?" 

A notable fact about the rank order 
of the list compiled from the answers 



of over 1,000 men and women is the 
almost uncanny correlation with the 
rank order of brands found by the 
Starch TV commercial report on the 
"brand acceptance" factor. Not all 
the brands appearing in the Look 
Hear survey are to be found in the 
monthly Starch report. But brands 
common to both lists follow an amaz- 
ingly similar pattern. 

The survey was a project of the "TV 
Critics Club" sponsored by Look Hear. 
Thi.s column, started the middle of 
last September by Maxine Cooper in 
the two New York papers named, is 
designed on one hand to be "a con- 
necting link between the TV sponsor 
and the TV audience." as Miss Cooper 
puts it. 

On the other hand it is available to 
sponsors as an advertising and pro- 
motional medinm. The first advertiser- 
sponsor to buy the services of the col- 
umn is Consolidated Edison. Look 
Hear has conmiitments for ex]>ansion 
to several other major metropolitan 
dailies when additional advertisers 
make that feasible. 

A promotional feature of the column 



was formation of a TV Critics Club. 
Members could write in their views 
and desires on programing. They had 
only to write and ask for a member- 
ship card in order to join. 

In return they received, in addition 
to the membership card, a printed 
sheet explaining benefits of the Club 
in detail. Program views would be 
sent on to the interested parties; some 
commitments would be printed in the 
monthly Club news, which each mem- 
ber received free. 

The noti<'e also included informa- 
tion on obtaining TV tickets, and 
promised further information from 
time to time in the Club news bulletin. 
The questionnaire for the survey re- 
ported here was one of the Club proj- 
ects. Two thousand names were se- 
lected at random from the approxi- 
mately three thousand members (mem- 
bership is now about five thousand) 
by The American Management Coun- 
cil, indej)endent research firm which 
handled the study. 

Questionnaires were mailed with a 
stamped return envelope along with 
the club bulletin, which urged mem- 
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) TV RADIO CRITICS CLUB SURVEY 

l)ers to take atl vantage of this oppor- 
tunity to express their program pref- 
ereiK'es and describe their viewing 
habits. 

Perhaps surprisingly, only a few 
more women than men i51.9% to 
46. 5'/^ I returned completed question- 
naires. One husband and wife filled 
out a single questionnaire together. 
"No answers" accounted for only .5% 
of the returns. Even more surprising, 
perhaps, was the 42.2% of single men 
among the total of male respondent* 
(.57.8% of all male respondents were 
married I . 

Percentage of married women re- 
sponding was 74.5; 24.6*i) were sin- 
gle; .9% were widowed. Overwhelm- 
ing majority of the replies came from 
the Bronx, Brooklyn, and Manhattan, 
divided rather equally between them. 
The mail indicated that the majority 
of respondents were in the middle in- 
come brackets, although breaking 
down the sample by education, income, 
and other classifications is a future 
project. 

As will be seen from the table head- 
ing this story, P & G's Tide led the 
list of products first purchased by re- 
spondents be<'ause of TV influence. 
During the month of the survey Tide 
had been getting 12 2()-second spots 
on WABl), WNBT. and WCBS-TV. 
The spot is an animated cartoon, 
stills from which illustrate this story. 

The Lipton products, like most of 
those on the list of 25 named by re- 
spondents, have been on the air for a 
number of months. Artiiur Godfrey 
handles the commercials live, of course. 
There were five broadcasts during the 
month of the survey. 

Tlie deodorant Heed, a Whelan 
Drug item, is a filmed demonstration 
on Cavalcade of Stars (WABD). aired 
on Saturday night. None of these first 
{Please turn to page 51 ) 



Ituvstion: Hai'V any TV etnnntvrrials or demonstra- 
tions Infhwni'ed you to bny u protlnet your never 
houyht before? 



Yes 
No 

No answer 



47.9 «!} 
47.3 
4.8 

ioo.o<r, 



Men 

Women 

Both' 

No answer 



46.5% 
51.9 
1.1 
.5 

100.0% 



*One questionnaire filled out by both husband and wife 



rercentaye of respondents who bouyht products for 
the first thne as the result of television com- 
mercials 



Food products 

Cigarets and Tobacco 

Soaps and washing powders 

Tooth paste and powder 

Auto accessories 

Deodorants 

Shaving products 

Electrical appliances 

Beer 

Hair preparations 

Coffee . ... . . , 

Miscellaneous drug items 

Candy 

Rugs 



59.1% 

23.4 

14.7 

12.9 

12.9 

11.2 

B3 

6.9 

6.6 

5.6 

5.4 

3.7 

3.7 

1.9 



Rank of brands purchased for first time as a result of 
TV commercials 



Rani 


Brand 


No. of Mentiont 


1 


Tide 


54 


2 


Lipton's Soup 


48 


3 


Lipton's Tea 


43 


4 


Heed 


36 


5 


Texaco products 


32 


6 


Old Gold Cigarets 


31 


7 


Kraft products 


31 


8 


Gillette . 


30 


9 


Chesterfield Cigarets 


28 


10 


Colgate tooth paste and powder 


22 


1 1 


Philip Morris Cigarets 


18 


12 


Electric Auto-Lite products 


17 


13 


Sanka 


16 


14 


Ipana 


15 


15 


Hi-V Orange Juice 


15 


16 


Borden's products 


14 


17 


Ballantine Ale and Beer 


13 


18 


TV Guide (publication) 


13 


19 


Wildroot products 


13 


20 


TV Filters 


12 


21 


Stopette 


10 


22 


Schoefer Beer 


9 


23 


General Electric Appliances 


• 


24 


Reddi-Wip 


8 


25 


Betty Crocker Mixes 


8 
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Radio is getting bigger 

Kroa«lt*:i.sl advert i.siii;>% coiifii.sioii era is largely cii«lc«l 



^HHHTI Cooler llea(l^^. and dollar 
signs, are finalU prevailing. 
Adverti?t'i> are beconiinj: more and 
more aware llial both radio and Iclevi- 
sioii are IreiiiondousI) vilal media — the 
most iiiliniale, hard-selling ever devel- 
oped and thai both are with u.s to 
slay. 

because slalisti<s are beginning to 
add up. bo'aust several iiionlhs' lime 
lius given lliein persi)iH'live, be<'ause 
television is working out its o|)eraliiig 
problems in fast ortier, thoughtful ad- 
vertisers realize that the confusion 
about air inedia that has existed dur- 
ing most of 1949 is artificial. It is no 
niore valid to argue that television will 
send radio down the path to oblivion 
than it is to argue that magazines mean 
the end of newspapers. The intelligent 
advertiser knows, for exaiiiple. that the 
man who reads Quick or the woman 
who reads Seventeen will not slop read- 
ing a daily newspaper. And just as he 



has for many \ears appraised both 
nev\'S|)apers and magazines as ne<'es- 
sar\ and distinct components of the ad- 
vertising job. so he legards the air 
media. Advertisers are learning more 
about how to use the vital j)ower of 
two basically powerful media. 

Polling advertising exeiutives, agen- 
cy men, station representatives and net- 
work managers. fel'O.NSOIt heard vary- 
ing comments, spoken with varying de- 
gree.<« of emotion, that added up to the 
same story. Xo longer disconcerted by 
artificial coniparison.s. the advertiser is 
taking a realistic view of both radio 
and '1 V . using them singly — or in com- 
bination — according to how well ea<'h 
will do his particular job. 

One agency man put it this wa\ : 
'"There are far fewer ])eople saying 
'let's wail and see,' or 'let's climb on 
board this thing and see what hap- 
pens!' " In the words of a station rep- 
resentative, "tliex 're not jumping into 



just to iiierchaiidise the fact that 
theyre in it.' 'I he inherent strength 
of both the air inedia is a truth that 
has been true throughout the so-called 
confusion al>out AM and TV; the dif- 
ference is that the advertisers are now 
beginning to recognize that truth. 

Statistically speaking, the advertiser 
has good reason to wonder vvhv everv- 
oiie (himself included) was so read\. 
up until a few months ago, to 1 ury 
radio alive. As the aiialvses show, 
radio has not been slali< during the 
growth of television. Since 1946, the 
iiunil)er of radio homes has increased 
by a resounding five million: the num- 
ber of home hours of daily radio lis- 
tening, by 42 millions. \nd theje fig- 
ures do not include the still largely- 
unmeasured oul-of-honie listening. 

"We are telling our advertisers,'' 
said an exe<"ulive of a big New York 
agency, "that radio is a tremendously 
vilal medium and that it is here to slay. 







1949 
B.M.B, 



1943 
Jan-Mar 



1946 
Jan-Mar I 
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They're bach again . . . 



There's no question about our enthusi- 
asm for TV — we have ten network 
shows. But television is no longer be- 
ing regarded as a toy; we and our ad- 
vertisers are beginning to look at both 
radio and television from the point of 
view of value, circulation, cost and im- 
pact.'" In line with this thinking, tele- 
vision costs were mentioned, particu- 
larly by agen<y men. as an important 
factor behind the new. more sober at- 
titude toward the medium. A few were 
choleric about the rapid rise in rate-s; 
some were concerned about the lack of 
standard rate cards, echoing the < on- 
clusions made in the re<ent report by 
the Broadcast Ad\ertising Bureau on 
television station rate jjractices. 

It was an agency man, too, who put 
his finger on another statistical truth. 
"People used to come in here and tell 
us how many hundreds of thousands 
of television sets were being sold. The 
funny part is that while they were say- 
ing it. home radio sets were being sold 
in the millions!'" — In the millions i« 
right. The Radio Manufacturers Asso- 
ciation estimates that 5,5,50,000 sets 
bearing AM bands will be made this 
year by its member companies alone. 
And they believe that the output of 
non-member manufacturers, plus auto- 
mobile radios, will bring the total to 
8,000,000 for 1949. The output of tele- 
vision sets is growing in leaps and 
bounds, but the estimated television-set 
production for 1949 — 2,600,000 sets 
for the entire industry — still makes 8.- 
000,000 look like a lot of radios. And 
not until next year will figures be 
available on the number of television 
combination sets that also carry AM 
bands. 

Program activity, too, is evidence of 
the level-headed approach. And station 
representatives and agency men are 
agreed that radio budgets are increas- 
ing generally. "It's no longer a job to 
sit down and convince somebody when 
we feel that radio is the most for his 
money," a timebuxer said. "The con- 
fusion about media in general is dis- 
appearing fast among the experienced 
advertisers, and com|)anies that are in- 
terested in 

lems are turning to radio. 

The Rosefield Packing Company 
(Skippy Peanut Butter), whose use of 
spot made peanut butter a brand prod- 
uct, is increasing its station coverage. 
Grove Laboratories, a large and consis- 
tent spot advertiser, took ovor-Fk-oh Hair 
Tonic last summer, and in September 
added a network split-sponsorship to its 
{Please turn to paf^e 44) 
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Heinz 



Returned to network advertising, after being out of the broadcasting picture 
for four year%, with ABC's popular program "The Adventures of 077ie and Harriet 




OiiiAA^It A<>l^ Soap (Manhattan Soap Co.), after a year's absence from big-time radio 
OWCClllCdl I advertising, picked up the Mary Margaret McBride stanza on NBC 




Luden 



y Cough Drops, as part of new campaign, resumed its participation on CBS' 
O "Sing It Again" program in return to network after a year's absence 
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ORANGES BEING HARV6STED IN A TYPICAL GROVE NEAR ORLANDO, FLA., FOR SHIPMENT TO NEVINS' EXPANDING MARKET 



levins squeeze plaf 

Hjisic ciupliaisis on wliolosailors brink's 
Florida oraiii^'v brand (op inarkot prices 



In newspapers and in trade 
ads Kgan, Fickett & Com- 
pany, citrus fruit distribu- 
tors, had been telling wholesale l)U) - 
ers in the New York trading area and 
the |)ul)lic at large that Xevins oranges 
were a good buy. Hut nothing hap- 
pened to get excited about. In fact, 
nothing at all seemed to happen. 

The trade was prett) blasi- about 
wlijit could be said about oranges from 
poor, ordinary, to premium fruit. The 
pnblii- didn't .seem to rare. 

Then toward the end of the heaviest 
.^hipping season for Nevins Florida 
oranges — this was about the middle of 
DiHcinbcr. 191}{ I'.pan. Fi< k<'tt. the 
advice of their recently acquired 
agency, Moore & Hamni. Inc.. New 
York. iii\e<i!eil in dailv arnmunci'inents 



for a week on three stations, WJZ, 
WNEW. and WOR. Response was in- 
stantaneous. Housewives telephoned 
their grocers for Nevins orange.**. They 
looked at the name stamped on orange 
crates and on the skins, or asked the 
clerk for \evins" Indian River "oranges 
b\ name. 

Immediate as the response was, it 
was b) no means overwhelming. 
Nevertheless, it was good enough to 
persuade F^gan. F'ickett to recommend 
in turn to Nevins officials in Titusville. 
Fla.. that the bulk of their advertising 
appropriation go into radio. Since 
Egan. Fickett had already j)roved 
themselves to be aggressive operators. 
Nevin okayed what was to them an 
experiment. 

Fgan was trying to make advertis- 



ing do a job in helping obtain top 
prices (onsistently at the dail)- fruit 
auctions. Fart of the functions of a 
<-itrus fruit distributor is to advise the 
client on dates and quantities of fruit 
to ship. Egan further undertook to 
promote advertising designed to estab- 
lish the N'evins brand with consumers, 
and with dealers, as synonymous with 
quality fruit. 

In this project they were up against 
several tough problems. First of all, 
the Florida orange crop is promoted 
by the Florida State Citrus Conmiis- 
sion as "Florida oranges." The 
oranges of California growers, on the 
other hand, are all promoted by the 
California Fruit Growers Exchange 
under the "Sunkist"' brand name. They 
will spend up to two and a half million 
dollars in iU.SO (depending on the size 
of the crop I to make housew ives and 
other consumers Sunkist conscious. 

But a Florida grower, if he wants 
to promote a brand name, must do it 
himself. And he has to do it \\ith 
funds over and above the two cents 
per case ( for oranges) assessment for 
the Citrus Commission promotion. 
Nevins. like any other Florida grower, 
had the jjroblem of bucking the lav- 
ish Snnkist promotion in establishing 
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ORANGES and GfiA 



SpMlolly $«lMMd lor llM Juk* and AMtar Flavw 

MCliEb b7 grand ISUHD 'fruit CO^ UMATILU, FLORIDA 



Hurdy Gurdy" oranges are introduced to public with help of real thing Brand name, plugged by posters, was chosen from 1500 suggestions 



his own brand as an asked-for item on 
the New York shoppers list. Only if 
that happened could the company he 
sure of connnaiidin}; top prices at the 
daily auctions of the fruit barged 
across the Hudson from New Jersey 
freight and truck terminals, 

There was another reason that 
pressed Egan to make advertising es- 
tablish the Nevins brand. Unlike the 
price of a can of souj). the price of 
oranges at the market is influenced by 
the current demand. This meant that 
in order to make the most of their 
fruit they had to top the market prices 
consistently at the early morning auc- 
tions of the New York Auction Co. 
(largest of the two firms handling 
citrus fruits) . 

The Egan strategy was a twin- 
pronged effort designed to make con- 
sumers willing to pay a premium |)rice 
for Nevins fruit and to make dealers 
happy to pay top prices for it at auc- 
tion. 

When a buyer goes down a row of 
sample cases of fruit, slicing into a 
piece for inspection, he makes uj) his 
mind right there what he will ])ay for 
it. He jots that down together with the 
lot number, then heads for the bid- 
ding. It's at this point that Egan de- 
{Please turn to pap;e 53 i 



Dramatic poster promoting Nevins' WOR program were distributed to all dealers in N.Y. area 
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580 kc, Augusta, Ca., 
OFFERS YOU 

MORE COVERAGE! 

More daytime coverage area 
than any 5,000 watt station 
in the Southeast. 

MORE FAMILIES! 

18.'>,000 

MORE RADIO HOMES! 

156,000 

THAN ANY OTHER STATION 
In This Rich 

$500,000,000 

Georgia-South Carolina 

MARKET 

A l> V K K T 1 S E 11 S 

ARE iMAKlXC; .\KW 
SALKS KKCOItl>S OIV 



WGAC 



580 Kc. - ABC - 5,000 Watts 

AUGUSTA, GA. 

Avorv-Kiioilol 



-continued from page 3- 

Heller will head 
TV Authority 

George Heller, national executive secretary of 
American Federation of Radio Artists, has been 
named to the same post in the newly-formed Tele- 
vision Authority — which embraces Actors Equity 
and Chorus Equity associations, American Guild of 
Variety Artists, American Guild of Musical Artists, 
and the radio actors group. Two West Coast unions 
— Screen Actors Guild and Screen Extras Guild — 
have refused to join the Authority. 

WBT sues CIO 
for $500,000 

Jefferson Standard Broadcasting Company, operating 
WBT and its FM and TV affiliates in Charlotte, 
N. C, has filed a 5500,000 suit there against the 
Congress of Industrial Organizations, charging that 
the CIO "has wilfully and maliciously slandered and 
libeled the plaintiff by writing and publishing" 
certain letters. The letters assert, among other 
things, that WBT "refused to give labor organiza- 
tions any 'freedom of expression on the air'," and 
that the stations have shown "no good faith in 
dealing with the International Brotherhood of 
Electrical Workers," AFL, as bargaining agent. 

Frank Mullen Joins 
Fairbanks TV firm 

Frank E. Mullen, former executive v. p. of NBC and 
president of the Richards radio stations, and Russ 
Johnston, director of NBC's video film division, 
have become executives and substantial stockholders 
of Jerry Fairbanks, Inc., Hollywood, which has made 
plans to become the "largest TV program producing 
and distributing organization." 

Hooper offers sales 
impact ratings 

C. E. Hooper, Inc., has introduced periodic "Sales 
impact ratings" of network radio and TV programs. 
By parallel diary studies on a national cross- 
section basis. Hooper attempts to show 1. Listening 
or non-listening in a home, and 2. Current use or 
non-use of advertised product in that home. 

CBS and NBC add 
new affiliates 

The battle between NBC and CBS continues unabated, 
in power and coverage as well as in programs and 
promotion. Effective 1 January, CBS will replace 
KOY, Phoenix, KTUC, Tucson, and KSUN, Bisbee, 
Ariz., with KOOL, Phoenix, KOPO, Tucson, and KCKY, 
Coolidge, ■ Ariz. CBS now has 185 affiliates. . .KIT, 
Yakima, Wash., will become NBC's 172nd affiliate. 
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We've Scored 





BIG 

lie 

BIG 



this year! 

in Power! 

(50,000 WATTS) 

in listener 
acceptance! 

in business! 

(Ringing cash registersX 
for 28% more advertisers J 



In the past decade, AM radio has done an amazing job of coverage and results in the media 
field. In view of the high and continuously mounting costs of similar media to the advertiser, 
AM v/ill be the most attractive buy for years to come. In f/ie Detroit Area, "at home" radio 
listening is now at an all-time record, plus the 100-and-one "away from home" listening 
points for AM throughout this region. CKLW, with 50,000 watt power, is tapping this in- 
creased audience at the lowest cost per-radio-home in this market. Our 1949 business (local 
and national) is UP 28%. CKLW's market is now 17,000,000 people. Buy it in 1950, and save! 



middle -of -the -dial 
at 800 kc. 



Adam J. Young, Jr., inc. 
National Representative 

GUARDIAN BUILDING • DETROIT 26 

THE 50,000 WATT GOOD NEIGHBOR STATION • MUTUAL BROADCASTING SYSTEM 
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REE & Jr ETERS, INC, 



Pioneer Radio and Television Station Hepresenlatives 

binrc m2 

NEW YORK CHICAGO 
ATLANTA DKTHOIT FT. WORTH HOLLYWOOD SAN FRANCISCO 



EAST, SOUTHEAST 

WBZ-WHZA Bosiou-Spnii-rifld MiC 

WGI{ Buffalo CBS 

WMCA New York INI). 

K\W Philadelphia NBC 

KDKA Piiishur-h NBC 

WFBL Syracuse CBS 



WCSC Charleston. S. C. CBS 

WIS Columhia, S. C. NBC 

WGH Norfolk AliC 

WPTP^ Raleigh NBC 

WDBJ Roanoke CBS 

MIDWEST, SOUTHWEST 

WHO Des Moines NBC 

woe Davenport NBC 

WDSM Dulutli-Superior ABC 

WDAY Fargo ' NBC 

WOWO Fort Wayne ABC 

WISH Indianapolis ABC 

KMBC-KFRM Kansas City CBS 

WAVE Louisville NBC 

WTCN Minneapolis-Sl. Paul ABC 

KFAB Omalia CBS 

WMBD Peoria CBS 

KSD St. Louis NBC 



KFDM Beaumont ABC 

KRIS Corpus Chrisli NBC 

WBAP Ft. Worth-Dallas NBC-ABC 

KXYZ Houston ABC 

KTSA San Antonio CBS 

MOUNTAIN AND WEST 

KOB Albuquerque NBC 

KDSH Boise CBS 

KVOI) Denver ABC 

KGMB-KHBC Honolulu-Hilo CBS 

KEX Portland. Ore. ABC 

KIKO Seattle CBS 
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5,000 
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Mr. Sponsor asktt.,. 



■Ma 



Tlio 

l*ifkiHl l*aiiol 

answers 

;>lr. Aiiilorsoii 




Mr. MMIer 



Id answer that 
c(iiesli()ti I could 
lie facelidus and 
say, "Moyl cli- 
ents hclieve only 
the i>i{j Mottey 
Hoys can afford 
the choice box 
seats, and all 
good .s<'ats in the 
bleacher.* are al- 



ready filled. Hesides. what is the actu- 
al price of a seat at the game, and will 
the game he worth the price of admis- 
sion? 

Speaking seriou.'ly , I think many 
potential sponsors helieve costs are too 
high in relation to the ninuher of view- 
ers of sets available in a |)articular 
area, divided hy the nund)er of tele- 
\i>ioit stations hroudcasting in that 
area. Also, there's the |>rol>lcni of 
figuring actual co.«ts in advance. Who 
can reasonably approximate costs 
when card rates change every six 
months and those clianges are not uni- 
form as to amount or dates of change? 
\\ hat will be the co.-ts of a spon.«or"s 
program re(|uirements; catnera rehear- 
sal time, set.5. costumes, etc.. from 
week to week? Is there a fixed cost for 
what he asks? Shall he use live tal- 
ent or film commercials? How ex- 
pensive a program will he have to 
sponsor to be permitted, by the major 
stations, to associate with the Hig Uoys. 
during the choice evening hours? .Must 
he buy a full hour or a half-hour to 
fit in the reserved section? 



'^'Wlial are (lie t'aelors keepiiijf sponsors 
oiii of Television?" 



Norman R. Anderson 



When he get.* the an-wers to all 
those ((itcstions. and after listening to 
a lot of cost-per-thoiisand double-talk, 
he's liable to believe television's a very 
expensive pig-in-a-poke. One can't 
l)lanie the television stations for charg- 
ing all the traffic will bear. They've 
sunk ntillions anrl want to get it back 
a.- (|uickly as jio.ssil)le, but S2,()00 an 
hour, for instance, in an 800,000 set 
area where there are seven station^ 
sharing that potential audience is 
wholly utirealistic. 

And that's not the whole .story but 
space is too short to elaborate. For- 
tunately for us. we've been able to 
find some reasonably realistic answers 
for two of our clients who are at pres- 
ent successfully using television. An- 
other client has his hand in his pocket 
— whether he's about to withdraw his 
wallet or bury it deeper, only time will 
tell. The world is full of gamblers. 
Aren't we all? 

Chester H. .Miller 

Director of Radio & Television 

Calkins <!L- //olden 

Xeiv York. .V. )'. 



The management 
of Steuben Glass 
has been interest- 
ed in tele%'ision 
since the time 
when the only 
re<"eiving sets in 
existence were in 
the homes of a 
few upper-income 
Mr. James families. At that 

time the audience was so small that 
Steuben did not feel justified in incur- 
ring the expense of the sort of pro- 
gram which was being considered. 
Some years have pa.«sed, but Steuben 
has not yet made use of television 
advertising, for a number of reasons. 




Sales and Advertising Manager of Certo 
and Minute Divisions, General Foods 



In the fir.st place, the Company has 
no special desire to be numbered 
among television's pioneers, preferring 
to restrict its pioneering to improve- 
ments in the art of fine glassmaking. 

Se<'on(l, Steuben Glass appeals to a 
rather special type of audience consist- 
ing of people who have both artistic 
appre<iation for fine crystal and the 
means to purchase it. Steuben has 
watched the tremendous expansion of 
the television audience in 1948 and 
1949, especially its penetration of low- 
er-income groups. \\V realize that the 
degree of saturation of television own- 
ership is still highest in the upper- 
income families but that the middle 
and lower income families already 
form the greater part of the total tele- 
vision audience. This, in itself, might 
not be a deterrent to the use of tele- 
vision by Steuben, but we have also 
noted what we believe to be a marked 
tendency on the part of advertisers, 
stations, and networks to slant their 
programs more and more toward "pop- 
ular"' mass appeal. Some of the lead- 
ing television advertisers, in fact, have 
dropped excellent programs of rela- 
tively high intellectual or cultural ap- 
peal in favor of other shows, which 
may reach larger audiences b'ut which 
can hardly fail to scare off many of the 
people who enjoyed the previous "up- 
scale" programs. Frankly, we are 
waiting to see just where this inter- 
play between the audience and the 
program schedules will come to rest. 

Thirdly, since Steuben Glass is 
available to oidy a small number of 
exclusive outlets in the chief centers, 
our coverage must be selective, geo- 
graphically as well as economically 
speaking. This in turn would tend to 
hold down the amount we could bud- 
get for our j)rograni. 

To summarize, before we can go 
into television, we shall have to be 
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Mr. Barrett 



satisfied that we can reach a sufficient 
number of people oj the type we con- 
sider to be our logical prospects, at a 
cost which can be borne l)y our rela- 
tively small advertising budget. We 
are open-minded and our niaiiagenieiit 
is alert to television's potentialities, but 
there are signs that the medium may | 
snowball into circulation and rate ! 
brackets completely unsuited to our 
spe<-ialized requirements. 

E. P. H. JAMK.S 

Director of Promotion 
Steuben Glass, Inc., i\. )'. 



Television broad- 
casting stations 
have failed to 
tell potential ad- 
vertisers that ef- 
fective television 
sponsorship need 
not cost tens of 
thousands o f 
dollars. Televi- 
sion has the mis- 
leading reputa- 
tion of being a very expensive medium. 
It is the fault of television stations 
and networks that this notion still 
frightens off many potential TV ad- 
vertisers. True, large evening produc- 
tions such a.- plays and big name varie- 
ty programs cost lens of thousands of 
dollars. And it is true that with the 
use of sight as well as sound, televi- 
sions productions have added the ex- 
pense of costumes, sets, and all the 
props that radio provided by audio 
illusion. But it is also true that tele- 
vision need not be expensive to be 
effective. 

Television broadcasters have failed 
to explain to local and retail adver- 
tisers that they do not have to ])ay 
S2.000 to build a commercial film in 
order to test television. Today there 
are available high rating shows where 
live commercials can be done in co- 
operation with the talent a])pearing on 
the show. Each week these live com- 
mercials can be changed until the right 
formula is found. Then the local re- 
tailer can build and exjiand until lie 
arrives at the best level of television 
advertising in ratio to his retail size. 
Television, when properly used, can 
provide local advertisers as well as na- 
tional advertisers with the greatest 

{Please turn to page .5.51 



What does a 
coverage map mean? 




Pii^Ty WHEH YOU'RE SELLING CHICAGO 
AHD 251 KEY m-WESJERH COUNTIES ON VICT LI 

Your sales story on WCFL goes out to Chicago and 251 Key-Counties 
in 5 rich, middle-western states. This actual audience coverage is based 
on a 30,000 letter-pattern. 

8,289,763 consumers in the primary.' 5,421,020 m the secondary! 

A POTENTIAL $15,000,000,000 ANNUAL MARKET 

As the Voice of Lahor, W'CFL has a special tie with the well-paid Craftsman 
and wage-earners in this prosperous, industrial area. 

For full information, contact WCFL or The Boiling Company. 



WCFL 

50,000 watts • 1000 on the dial 

The Voice of Labor 
666 Lake Shore Drive, Chicago, ill. 
Represented by the Boiling Company, Inc. 
An ABC AfTiliate 
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Example ^ 

#20 . 




Hiiniplirey Ireland, of the H. B. 
Hiimphro) Company, Advertisinp, 
handling llic arrount of Greystone 
Tress, writts us . . . "Want to ron- 
gratidale you for tlio fine mail count 
you are giving us on our Mr. Fix It 
show. 

Dollar for dollar VTIP is showing up 
as the hest huy we have made for Mr. 
Fix It ii) the pajt year, and we havi- 
houpht time on ahout 150 i^tations and 
thre<- network..; for the «anie show." 
What do YOU have to sell? 



RADIO MAN 

(Continued from pogr 27) 

la) er cakes. The reporter does an ac- 
tual hroadt'ast once a day from ihe 
slalion's hoolh al ihe fair, garners lo- 
cal interesi as well as an occasional 
slice of cake. 

H\ {laiiiiiig ihe manager's friendship. 
(larrier establishes a cooperative work- 
in'; spirit. Frequently manager? will 
write in to tell him when a better time 
spot o])ens up. Then Carrier can switch 
his .schedule so that the Dsso Reporter 
follows or |)rp< e<les some outstandingK 
jxijUilar local ])rogram. This, by the 
iva\ . is alw ays an objective for Fsso. 

Ill return for courtesies received 
from radio station managers. Carrier 
i- alwa)s careful to help them out. 
During his visits he makes sure thai 
they are receiving j)ayments properK 
and getting cojjy on time. He's ready 
to take <-are of any gripe that might 
come \.i]t lie<'ause a rejiresentative of 
the local Esso orgaui/ation and a man 
from Fsso's ad agency. Mars<'halk S. 
Pratt, always visit the station with him. 

Carrier does not have a radio past. 
As he puts it, "'rm not a reformed tap- 
dancer or announcer.'" Instead he has 
a long background of twenty years 
with Fsso. This means he has intimate 
knowledge of the company's products. 
He jmts this knowledge to work in 
handling the radio situation. He knows, 
for instance, that in the fall when New 
Kngland division managers want to 
])ush anti-freeze, Southern salesmen 
may want to push tires. For this rea- 
son, the greatest flexibility is allowed 
in selfH-tioii of commercials throughout 
the Esso territories. Division mana- 
gers write in to suggest the choice of 
radio C(»j)y for their own areas and 
('arrier api)roves or disapproves their 
reijuests on the basis of his familiaritv 
with the local problem. 

Carrier gains this familiarity 
through two ty})cs of travel: his actual 
trips out in Esso territories, and travel 
within the huge Esso building at Rocke- 
feller Center in New York. Several 
limes a week he travels down from his 
office high up on the thirty-first floor 
to sales headquarters elsewhere in the 
building where men from each of the 
sales divisions deliver up-to-date re- 
ports. 

I nlike Carrier, another one of in- 
dustry's radio specialists does have a 
broadcasting background. He is Adri- 
an Flanter, advertising manager of 
Benrus Vi'atch Company, who literally 




WIP 

Philadelphia 
Basic Mutual 

Represented IVationaUy 
bit 

KIIWAini PETIIY & CO. 
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Smaii tatk? 



It became the talk 



of the town.. .when our man-about-town, Jim Grady, 
aired his newsboy s worldly-wise comments on the 
opening of the San Francisco Opera on his new KCBS 
morning show. "This is San Francisco. " 

So much so that San Franciscans from all over the 
Hay Area went out of their way— all that day and 
the next — to buy paj)ers from the newsboy's out-of- 
the-way stand. Total sales in 24 hours: 2.17.S. 
More than three times more than he had ever sold 
in a similar period. 

Small talk? Perhaps. Or a mighty >ignifi( ant bit of 
information on how the new local live programs 
on the new KCBS are moving people to move goods 
in the nation's seventh-largest market. 




prow u|> ill radio. Hp had travolod the 
country for years, knew radio .station 
men e\pr) where* when Henrus brought 
liini in to stcjj up its radio advertising. 
Suece.ss (if the Flanter-Henrus tecli- 
niques was reported in the January. 
19W. issues of SPONSOK. (S2().0()0.- 
000 Benrus Sales via Station Breaks. I 
Now tal;e a h)ok at tlie s])eeifie wav-s in 
whieh Planter operates to get tin" most 
for Renrus' radio rlollar. 

In contrast to the situation at Shell 
or Ksso. the IJeiiriis radio si'hedule 
rlianges coiistantK . Henrus is always 
seeking to add good time spots, drop 
secoiid-he.st to Hul(>\ a positions. 'I hat s 



win Planter feels lie has to he out lra\- 
eling the « ountr\ at least three months 
in the year. He will string together a 
inonlh-hmg itinerar} and set out with 
Leonard Tardier, account exe<-utive of 
the J. I). Tarchcr agency. 

W'lieii Planter wants to chei-k the 
value of a particular time spot in an 
area, he talks to dozens of local resi- 
dents, to licnrus ticalers. people in the 
street. an<l es])ecially hwal radio col- 
umnists, lie cheeks the local papers to 
see what kind of ])roniotion stations 
are getting, lie learns facts aliout cov- 
erage that maps and survey figures 
won t show . 



SOUTH BEND IS A MARKET- 
NOT JUST A CITY- AND 

WSBT COVERS IT ALL 



South Bend is one of the biggest, richest, 
and most responsive markets in America. Its 
heart is two adjoining cities — South Bend 
and Mishawaka — wich a combined population of 
137,000. The entire South Bend market 
contains more than haif-a-miliion people. In 
1948, retail sales were over half-a-^/7//»// dollars! 

WSBT— and only WSBT — gives you 
thorough coverage of this great market. Plus this, 
the rest of WSBT's primat)' area gives you an 
additional million people whose retail 
purchases last year amounted to $911 million. 

You need the South Bend market. You get 
it — all of it — only with WSBT. 




V'SBT duplicates its entire 
sclxJuU on TSRT FM-at 
no extra cost to aJiertisers. 



Kxample: in one area radio recep- 
tion down in a large valley ma) be 
weak; taking a taxi trip through the 
valley tips Planter ofT. Or. Planter may 
discover his time spots on a certain 
r\' station are completely marred by 
snow w here they are supposed to come 
in strong. "You have to cut to the 
core of llie a|)ple to see if there are 
worms." Planter comments. 

With a time spot schedule like Ben- 
rus". seemingly minor details make the 
difference between effective an<l waste- 
ful use of radio nione\. 

P.xaniple: a station ma\ skip a Beii- 
rus time signal one day due to a spe- 
cial events program, pa\ the company 
back with an inferior time spot the 
next day. Planter keeps an e\ e cocked 
on such credits, ^ees to it that Benrus 
gets what it paid for. He is by no 
means critical of radio station manage- 
ment, does not regard himself as a Ben- 
rus watchdog. Still, he knows that sta- 
tion managers are human and that a 
change in time schedule which makes 
little difference to them may mean a 
lot to Benrus. 




WAVE 

WESTERN 
OR 

EASTERNCKy-)' 

.1 T _ . _ .1,- 




e''**"' . 1 mindea for ll^e 
We're direcUonal-m»n« ^^j,.^ 

oZ-^oM or nter. 
cosmic, " „„.,,ren>ent* — >» * 
planetary, '"^X, And since our 
Wonderful marWel. A 
families ha>e a ^ f 

standard oi^JC-^^f g.^je, 

delivers a " 

audience. „:_,le«sly around 

Sodon.erope^a.^'^'E'pu.you 
inKenlucW>.»f' , really 
"o" ''^" "X Louisville Trad- 
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Good tiiiip s[)ots for Benrus are often 
those before top-rated programs. Fre- 
quently Planter will snap up a S])ot on 
the second or third rated station in 
town if it comes before Crosb)' or Win- 
cheli rather than take a second-rate 
s])ol on the town's highest touted sta- 
tion. 

The nione) saved for Benrus piles uj) 
when Planter gels out on the road. Re- 
cently he was ai)le to save the company 
$25,000 at a single radio station b\ 
simply rearranging the schedule of 
spots there. Flanler says: "A man with 
radio knox\--liow can do the same kind 
of thing for any s|)onsor. An advertis- 
ing man on a company's staff with a 
good knowledge of the product and of 
broadcasting takes the guess out of 
buying time.'" 

Perhaps the dean of ail radio spe- 
cialists is Bulova Watch Comiiany's ad- 
vertising manager, Clarke (Fritz) Sny- 
der. Originally he traveled the coun- 
try visiting radio stations for Esso. set- 
ting up their "reporter" programs. Lat- 
er on he did a similar job for Socony- 
Vacuum. In recent years he was with 
the Biow Agency, which has had Bulo- 
va as an account for twenty-five years. 
Then three years ago he switched 
horses, began working under the Bulo- 
va ensign. 

Probably Snyder's chief responsibil- 
ity at Bulova is to keep up the com- 
pany's network ol time signal fran- 
chises. As SPONSOR revealed in an ear- 
lier article (What Makes Bulova Tick? 
March, 1949), Bulova's sales success is 
based on its extensive time signal ad- 
vertising. (This year Bulova spent ap- 
proximately $3,500,000 on radio and 
TV time signals.) 

For years Bulova radio time buying 
has been founded on a policy of direct 
approach to station managers. Though 
Snyder himself no longer travels about 
the country on this mission he con- 
tinues to supervise other men from the 
Biow Agency who make the personal 
contacts Bulova has found so helpful 
in its success. 

This all makes the picture look very 
bright. 

But is there another side to the sto- 
ry? 

To find out. SPONSOR spoke to radio 
reps and agency men. Most of them 
were agreed that having a radio man 
within a sponsor's own organization is 
extremely helpful. One old agency 
hand remarked that when a sponsor is 
continuously briefed on the radio situ- 
ation by his own man, there is more 



time available for constructive [)lan- 
ning activity between s[)onsor and 
agency. \o agency man regarde<l ra- 
dio men in sponsoring organizations a,>. 
l)olential thorns in tlie side. In all case'* 
s)ionsors and agencies seemed to have 
worked out satisfactory methods of co- 
o|)eration — usually by ha\ ing the s))()n- 
sor's and the agency's man travel to- 
gether. 

Sonn- reps remarked that with the 
good surveys available now. Iraveling 
around the country is not as ne<-essarv 
as il had been when Wallace Drew. sav. 
did it for I'enn Tohaci o. Hut all were 



agreed that a firm couUln't lielj) but 
benefit when it had radio men actually 
going out and getting the feel of the 
country . 

On the oilier hand, one rep poinled 
out that nowadays district managers 
are highly trained to funnel informa- 
tion about radio back to the home of- 
fice. An answer to that one. as an ad 
man i)ut it: "Salesmen aren't likely to 
be objective. They'll scream for radio 
backing wliethcr it's worth the money 
or not. riiey want e\fTy lift they can 
get — by hook or crook." 

Boiling it all down, the case for hav- 



RADIO CAMPAIGNS AND 
SALES KIT HELPS KEEP 
STATION COSTS LOW 




Haveihill. Mass. 
Novpinlter 3, lltin 

NATIONAL KEfciKAItrH BlTuKAU, INC. 
N'liB iil<lg:. 
Chicago 1 0, Illinois, 
(ieiitlcinen : 

How any one parliciiliir feiiture of your "Hadio CaiupyiKnp and 
SalfS Kit'' can bf sinEleil out for individual iiraise in hpyond me. Here 
at \\'IIAV we seem to find the entire service to be of ereat help. Whin 
the kit comcR in 1 am always interested to see if any of our iiew5i>aj«cr 
ads apjiear in the station managers section. After ttiat, I must admit, 
I am often inclined to "horrow" ideas other stations have used in their 
paper promotion;:. The idea section at the front of this portion ha^ also 
serwd us in good steAd. Alany u the time we have nst-d it for refei - 
ence when a pote^iitially cood advertiser want*, a "different" tyi>e show 
and wants it in a hnny, as most of them do. 

The copy planner, calendar of events, and section on monthly spe- 
cials are all carefully surveyed hy sales and copy departments for ideas 
that may be useful in the coming months. At present the copy itself is 
probably what is serving us best. Being a small station we are naturally 
interested in keeping imr expenses as low as possible. This means 
a one man coi)y department and means that that one man has a lot of 
copy to turn out each and every day. it is a great help to be able to 
turn to your copy section for variations on the standard ap|>r(>ach. 

(>n the whole I'd say the kit has been of great servicf to us and I 
sincerely hope you will keep up the good work, striving for still further 
impiovement all the time. 

Sincerely, 



One more reason /or using NRB*s 
"Radio Campaigns and Sales Kit" 



Sales Manager. 
WH.W WHAV-FM 



Low Cost Service For All Departments 

Write today for further particulars on XUH's "Radio Cam- 
paiKiis and Sales Kit" now being used by more radio stations 
than all other services combined. Tho coupon inailo-i today 
will bring you a sample copy of this money makiiig COit- 
I'LKTK radio service. 



TO: The NATIONAL RESEARCH BUREAU, INC., 
NRB Building, Chicago 10, Illinois 

Please send us a free .sample and further particulars on 
your XKH "Katlio Campaigns & Sales Kit." 

My Xame Title. 

Station ... .Citv & State 
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iiij: 11 r;nlio >|n-<-i;ili>l williiii oarli >p>>ii- 
sor's ;i<l (lr|)arlmeiil lo()k> •loixl. Sucli 
iiii-ii l>c atlMTlisiit*' iiiaiiafii'r* like 
\(lriaii riaii'or or C!iarlp> ^ll^^ler of 
l5itlo\it and Kalpli >\M(lcr of Ucerli- 
Niit I'ai kiiij; I to name two otliei> I : 
tli<'\ iiiav l>e a.-.-iMaiit adxciti^iiij; inaii- 
a-ici^ like X'eriioii Carrier or media 
a>^i^tallt^ like Kd Lier. Tliev inax be 
old-time radio men. (|iii<-k to learn new- 
lOMKT.-. or oldtime ( tunpairv men. |{ut 
the\ lia\e one tiling in common, the 
ahilitx to saxe a >|)onror nioiiex. * * * 



RADIO IS GETTING BIGGER 

[C.ontiiMifil from page lil I 

>< liedule: The Shlidou, over -KX) .Mu- 
tual stations. 'I his >ear. louden "s rc- 
?uinc<l its winter |)arti<'i]>atioii in (IHS's 
Sirip It Afcairi. after a vear";; al»sen<e. 
riie Manhattan Soa|) Co. ( Sweetfieart 
^"oa|)t niaintuiiir<l it.s daxtinie network 
l.ot f (iiul I. ram. hut i^ now l)a<-k a? 
well with \lar\ Margaret AKI^ride. 
wliicli it had <lro|)|)<"<l for a xear. Af- 
ter an ahscMK-e of nearlv four \ears. the 



Oklahoma City's Only 




11. J. Hein/. Co. returned to network 
radio in Oetoher with the Adventurer 
oj Ozzie and Harriet over 270 ABC sta- 
tions. These are a few straws in the 
wind, with manx more that could ])e 
nn>iiti<nied. 

Hesides the statistics, the element of 
time alone is partly responsible for the 
new <()nception of the individuality of 
radio an<l television. "'We have gone 
far beyond the jxjint, ' said the adver- 
tising manager of an oil company that 
has been a <<)n*istent spot advertiser 
for tlie past l.S ^ear^. "where you go 
into television for glamour or prestige 
I reasons. Our radio has been success- 
' ful and now we're concerned with de- 
xeloping a good television show and 
'lien finding out how well it's achiev- 
ing its objectixes. Kach has it.* place." 

I'adio is beiiefiliiig grea'ly from the 
groxxth of a steadier altitude toward 
media in general and toward television 
ill particular. There xxill undoubtediv 
be manx telexisioii casualties, or seem- 
ing casualties, during 1050. lJut the 
bulk of telexisioii next xear xxill come 
from seasoned ad\"ertisers who are 
axvare that they are still pioneering, 
but who hax'e an educated faith in the 
medium. 

Most V)r)() adxertisers will be xxell 
axvare. as one advertising manager put 
it. that "\ou cant be a Solomon in 
nine weeks," and this kind of thought- 
ful approac-h. e\en xvithin television, 
xxill be all to radio's good. 

Radio, like the iiexxer medium of 
xideo. xvill continue to groxv in l'J50. 
For, as a \exx York station representa- 
tive said. '"Radio itself is a nexx' me- 
dium and it has tremendous momen- 
tum. It takes a long time for any 
medium to reach its true lexel of re- 
sults, costs and proper uses. and. com- 
pared to the printed media, radio and 
telexisioii are both young."' 

This thoughtful, mature ex'aluatioii 
of the nexvest mediuin's abilities and 
problems are all for the exeiitual good 
of both television and radio. And the 
increaslnglx apparent attitude leads to 
the ([uestion : 

Where do the <-oiitinuiiig groxvth and 
changes leaxe todax's adxertiser? In 
1950. the\ xxill find him continuing to 
search out the best xvays to use the air 
— not looking for a magic formula. He 
i xvill be continuouslx studying both 
radio and telexisioii and applying the 
findings to his oxxii problems. In 1950. 
the smart adxertiser, having survived 
his media confusion, xvill not be tossed 
about as he was in 1949. *** 
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Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 




THE TRIO OFFERS 

ADVERTISERS 

AT ONE LOW COST; 



• Concentrated 
coverage 

• Merchandising 
assistance 

• Listener loyalty 
built by local 
programming 

• Dealer 
loyalties 



— in Georgia's 
first three 
markets 



Represented, individually and as a group, by 
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Atlanta • Detroit • Kansas City • Los Anfeles 
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• When station WTTTV went on the air (it was 
the second in the state) Bloomington, Indiana 
(population 20,000) became the smallest city in 
the country with its own Television station. Not 
included in the population figure is the Indiana 
University enrollment, a bonus of 13,000. 

It was the culmination of two years of diligent 
pioneering in a new field. With the exception of 
two projectors, all equipment — including trans- 
mitters—was built by the staff of WTTV engi- 
neers. And, at only a fraction of the cost of other 
TV operations! 

And, what kind of programs do they put out? 
For the most part, they're LIVE talent. They 
frown on the canned stuff at WTTV. They draw 
from the talent— and there's lots of it — at Indiana 
University in Bloomington. They use hometown 
folks on the air frequently, for here in Bloom- 
ington, everybody knows everybody else. They 



like to see their friends, relatives and associ- 
ates on the air. WTTV programs are intimate, 
"folksy" and somewhat like a small town news- 
paper, as compared to a metropolitan daily. 

WTTV goes in heavily for sports, and this 
season is televising all of the home basketball 
games of Bloomington's two high schools. Many 
sports, musical and dramatic programs come 
directly from the I.U. campus. Newscasts and 
some commercials are done LIVE, while other 
presentations — using local talent — have in- 
cluded everything from Canasta lessons to Car- 
toon lessons. And, it's going over BIG! All of 
Bloomington is proud of itsTVstation, for when 
WTTV went on the air, there were only 83 
stations in the nation. 

Station WTTV is a sister station of WTTS— 
which in less than a year on the air— has be- 
come the leading AM station in the area. 



WTTS 

A Reeional Station 
on the Air'20 Hours 
a Day. 



LET OUR NATIONAL REPS. GIVE YOU THE COMPLETE STORY 
} 

RADIO AND TELEVISION CENTER . BLOOMINGTON, INDIANA 
Owned and Operated by Sarkes and Mary Tarzian 





Represented Nalianally by 
WILLIAM G. RAMBEAU CO. 
360 N. Michigan Avenue, Chicago 



National Representatives 
BARNARD & THOMPSON, INC. 
299 Madison Avenue, New York 
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FIRST-TIME BUYERS 

(Continued from page 29) 

four brands appear on the Starch re- 
port, because of a lack of sufTicient 
competing brands on TV to offer view- 
ers a choice. 

Texaco products, fifth on the Listen 
Hear TV Critics Club list, also tops the 
Starch TV commercial report in brand 
acceptance with the Stanh four-city 
sample (New York, Boston, Chicago, 
Philadelphia). The Critics Club at 
present functions only in New York. 

"Brand acceptance" is the Starch 
measurement that most nearly corre- 
sponds to the measurement represented 
by the TV Critics rejjort on what they 
bought the first time because of ex- 
posure to TV commercials. Starch 
respondents — both viewers and non- 
viewers — are asked which of several 
brands they would buy if they were 
going to buy. If, for example, 40 view- 
ers to 29 non-viewers favor a certain 
brand, the difference represents the 
"brand acceptance" figure. 

In some cases a commercial may be 
so disliked that among the sample 
viewers Starch has found a lower 
brand acceptance than among non- 
viewers. It is ini])ortant to note the 
distinction, however, between the 
Starch question of which brand a per- 
son would buy, and the actual re|)ort 
of the Look Hear resjjondenls that they 
actually did buy the produt ts named 
in the list accompanying this article. 

An exception to the similarity in 
rank order between the items on 
Starch's brand acceptance scale and 
the Look Hear list of items actually 
purchased is Philip Morris Cigarets. 
Phili|) Morris commercials are both 
spot (10 weekly) and network, and 
vary greatly in nature. While it ranks 
not too bad (11th in list of 25, with 
18 new trial users), Philip Morris was 
at the bottom of the October Starch re- 
port on brand acceptance. The com- 
mercials were among most disliked, 
and viewers in the Starch sample were 
less favorably disposed to buy the 
brand than non-viewers! 

Starch data on Old Golds was in- 
adequate for a report, but Chester- 
fields stood highest among cigarettes 
on the brand acceptance scale, view- 
ers favoring the brand 22' . over non- 
viewers. Texaco products topped the 
Starch brand acceptance scale with 
viewer favor lOO*",- greater than non- 
viewers. While fifth on the Look Hear, 




SERVING THE RICHEST MARKET 
IN THE SOUTH'S NO. 1 STATE* 

6531 SETS IN USE AS OF NOVEMBER 1, 1949t 
SALES REPRESENTATIVES 

HARRINGTON. RIGHTER and PARSONS. INC. 



NEW YORK CITY: 270 Park Avenue 
MU 8-1185 



CHICAGO: Tribune Tower 
WH 4-0074 



Owned and Operated by 

Greensboro Daily News and The Greensboro Record 

*Source: Sdlev Management's "Survey of Buying Power" 1949 
fSource: NBC Resedrch Dept. 
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Want to 

SELL 
the Utah 
Market? 

This is quoted from a letter 
from a sponsor who wanted 
to SELL GOODS— and who 
knew exactly what his radio 
time purchases did for him: 
"Thanks for the great job 
you have done for us. You 
might be interested to know 
that for us, you are one of 
the 3 best stations in the 
country, and we used over 
125." 

The unusual thing about this 
is it isn't an unusual story for 
KDYL! 



1 



Salt Lake City, Uloh 
Notlonol Representotive: John Bloir & Co. 
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DEPARTMENT STORE 




•^I'ONSOR: l'la/:i Court Music Co. AGENCY: Lowe Runkle 
C.\I'>1 LI. (:\>K llli^TORY: The company co-spon- 
sored a high school foolhall game al a total cost of 
$187.50. IScjore the second half it was announced that 
a 15 rpin 7-inch RCA record uould be reserved free jor 
every person calling during the third t/narter only. Re- 
mits: mote than 200 calls came jroni more than 120 
miles away and 111 operators iiere tied up. Additional 
prospective customers called the store the jollouing day, 
and many came in person to report that they were un- 
able to get calls through the day before. 
WKwYTN, Oklahoma City PROGRAM: Football game 


SPONSOR: I). H. Holmes Ltd. AGENCY: Placed Direct 
CAPSLLE CASE HISTORY: This sponsor, a large de- 
partment store, was not satisfied with the results of quar- 
ter-page newspaper ads and window displays in promot- 
ing the sale of G.E. dishwashers. A one-shot TV com- 
mercial was used on their regular variety program. The 
demonstration involved a medium close-up shot of an 
illuminated transparent model dishwasher in action. Sev- 
en dishwashers retailing for $150 each were sold the 
next day and the sales manager attributes it to the TV 
demonstration. 

\\I)SU-TV, New Orleans PROGRAM: Spot 


1 


Njj^ results 1 


ALTO IIEAEER 


1 
1 


SPONSOR: Paul T. Henson Company AGENCY: Placed Direct 
CAPSULE CASE HISTORY: This Syracuse Lincoln- 
Mercury dealer wanted to acquaint the public with his 
"Car A Year" plan. After only five one-minute spots he 
was unable to handle any additional orders. In two and 
a half months following initial spot 50 new Mercury s had 
been sold— over $100,000 in business for less than $200 
spent on TV. In addition, the company compiled a list of 
100 potential purchasers. 

WHEN, Syracuse PROGRAM: Spots 


1! 


111: !• A 11 ■ i>l EX T STOR E 


REG CEEAXIXG PLANT j 


1 


S>1*0NS0R: The William Hcngcrer (Company 

AGENCY: Placed Direct 

CAPSULE CASE HISTORY: This large Hufjalo de- 
l>artment store has hatl its greatest success in TV with the 
aid of St. \ick. On Mondays through Fridays during 
late i\ove//ibcr and December at 5:15 pm, the store has 
sponsored "A Visit With Santa." Children are invited to 
write to Santa Cluus and toys and other gifts are dis- 
played on the program. The department store's publicity 
director, upon receiving lOOO's of letters the first week 
said the results "quadrupled expectations." 

\\rn:N T\, Uuflalo program: "A Vi«it With Santa" 


SPONSOR: Monumental Storage AGENCY: Emery 
& Rug Cleaning Co. 

CAPSLLE CASE HISTORY: We ran a series of one- 1 
minute spots which, in effect, took televieu-ers through 
our rug cleaning and storage plant. Although, according 
to our National Association, the rug cleaning business j 
had taken a lO'/c dip throughout the country our busi- 
ness has shown an increase. Since TV was the only adver- 1 
tising medium addition, we can attribute much of the in- 1 
crease to the new ruedium. 1 
WMAR-TV, Baltimore PROGR-VM: Spots 
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IIEPARTMEXT STORE | 




•SPONSOR: P. N. Ashford AGENCY: Placed Direct 
CAPSLLE CASE HISTORY: This San Francisco fur- 
niture dealer specializing in a Tl' Contour chair decided 
to try television advertising for results. One quarter-hour 
and one five-minute telecast were used to demonstrate and 
illustrate the new type chair and no attempt was made 
at direct selling. So many calls and new customers were 
received that the stock of chairs is depleted. Future tele- 
casts are planned as soon as a new shipment of chairs 
/.^ received. 

KPIX, San Francisco PROGRAM: Demonstration 


SPONSOR: Department Store— Z.CM.I. AGENCY: Evans 
CAPSULE CASE HISTORY: In this instance, TV was 
used exclusively with gratifying results. Three items from 
the housewares department were featured in an announce- 
ment which resulted in 211 sales: 27 Proctor Ironing 
Tables at $29.95; 78 rotary graters at 97c and 106 buffer 
attachments for standard electric food mixers at $2.95 — 
proving quite satisfactorily to the department store that 
video announcements would move low and medium-priced 
merchandise of) their shelves swiftly and inexpensively. | 

KDYLTV, Salt Lake City PROGRAM: Announcements 

i 





it should he reniemhered that Miss 
Cooper's TV Critics actually bought 
the products. 

Kraft's Velveeta, with a Starch 
brand acceptance of 21^, ranks with 
Kraft products on the TV Critics list 
just under Texaco products. Other 
Starch-reported commercials rank on 
his brand acceptance scale in about the 
same order in which they are found 
in the TV Critics list. 

A complete analysis of Miss Coop- 
er's data reveals that spot announce- 
ments do an amazing jo!) for the 
money expended and suggests that 
networks are unrler-i)ricing them in re- 
lation to the cost of programs. Much 
of the case for higher program costs, 
of course, rests upon the greater ex- 
pense in producing programs. Sev- 
eral companies are specializing in pro- 
duction of TV film spots, including 
Ben Harrison & Co. for Tide. 

Analysis of the dialing habits of the 
TV Critics sample indicates they are 
highly selective in their choice of lis- 
tening fare. The data supports the 
findings of Radox in Philadelphia, and 
analyses of Pulse, Hooper, and other 
studies that individual program appeal 
exerts greater influence — at present — 
than block programing. The Schwerin 



WIN^TON-SALEM 




HOOPER REPORTS* 

WAI Radio leads in Winston- 
Salem with the HIGHEST 
rated Day, Night and Sun- 
day Afternoon Half Hours. 

•Continuing Fall-Winter 1948-1949 
Report 



NORTH CAROLINA 
National Rep: Avery-Knodol, Inc. 




Research Corp., leading commercial 
(jualitative program research firm, has 
also published data tending to sup))orl 
this view. 

In answer to the ipiestion, "Do you 
generally prefer radio or TV commer- 
cials?" Critics Club members chose 
TV commercials 90.5%. The rest .scat- 
tered their answers between radio 
(3.6%), both, neither, and no answer. 

Food ])roducts were far and away 
the leaders in percentage of respond- 
ents who bought products for the first 
time as the result of TV commercials. 
They had 59.1% based upon the total 
number of respondents who bought 
products as the result of TV connner- 
cials. Cigarets and tobacco were 
next with 23.4%, followed by soaps 
and washing powders, 14.7' <•, auto 
accessories, 12.9%, and deodorants, 
11.2^. 

Strung out below these leaders were 
shaving needs, electrical appliances, 
beer, hair preparations, coffee, miscel- 
laneous drug items, candy, and rugs, 
in that order. In most cases a single 
brand dominated its group category 
overwhelmingly. 

Further details and analyses of the 
individual product groups will lie the 
subject of part two in this series. *** 



NEVINS 

{Continued from page 33) 

termined to make radio pay off. 

The agency recommended Box 13. 
a mystery-adventure strip transcribed 
with screen star Alan Ladd as the 
hero Dan Holiday. They bought it 
because it reached a family-type audi- 
ence with slightly more women than 
men listeners, and because it was easy 
to promote. 

The ad budget for Nevins is deter- 
mined by an allowance of four cents a 
case for oranges and grapefruit 
(oranges get the main promotion). 
This can vary drastically, depending 
most often on what weather does to 
the crop. 

The earlier radio announcements 
caused definitely traceable effects in 
making housewives ask for Nevins 
oranges. But the Alan Ladd program 
offered additional opportunities not 
only to im])ress shoppers with the 
brand, but to let dealers know that 
shoppers were being impressed. 

When the contract for Box 13 was 
signed, Egan lost no opportunity to 
let the approximately 500 buyers who 



you can 
do it better 



with the 
revolutionary 



ACTUAL 
SIZE 



ALTEC 
21 B 
MINIATURE 
MICROPHONE 



It achieves uniformity of re- 
sponse . . . provides greater 
tonal fidelity... it is omnidirec- 
tional ... it is blastproof, shock- 
proof . . . there is no false bass 
build-up . . . more net acoustic 
gain before encountering feed- 
back . . . tiny size contributes 
to remarkable versatility of 
positioning . . . extends the 
fidelity of sound transmission. 





IGl Sixth Avenue 
New York 13,N.Y. 

1161 North Vine St. 
Hollywood 38,Cal. 
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Their Atomic Interview 
Was Radio-Active 

One of the bijigcst stories of the yoar broke Dec. 2 when 
Fulton l.ewiji, Jr. interviewed Major (ieor<;o 11. Jordan, 
former air force l.ease-l.end in.<i)ector at Great Falls. 
-Mont. -Major Jordan charged that Russia obtained atomic 
bond) secrets, plans and uranium from the V. S. in 1943 
and 1911 through orders from high oflicials in the 
White House. Two investigations (by the Mouse Com- 
mittee on Un-American Activities, and the Joint Congres- 
sional Conunittee on Atomic Energy) were immediately 
.<tarted as a direct result of the broadrast. 

Preceded by two months of checking of the story by Lewis 
and bis staff (including prior reports to the FBI), the 
interview is one more examjjle of the Fulton Lewis, Jr. 
role as a jjublic servant, uncovering situations and getting 
them corrected. His jjrogram offers a ready-made audi- 
ence, network prestige, local time cost with pro-rated 
talent cost. Though currently sjionsored on more than 
300 stations, there may be an opening in your hicality. 

Check your Mutual outlet — or the Co-operative Program 
I)e|>artniciit. Mutual Broadcasting System, I NO 

Hroadway, .\\C lo (or Tribune Tower, Chicago 11). 



I NEVINS 

I (Continued from page 54) 

foregather at the auction know what 
they were doing. The station wrote 
each about the forthcoming sponsor- 
ship antl each buyer also got .samples 
of the various merchandising pieces 
I |)rovided the retail outlets. Similar 
I |>roniotions are planned for the new 
transcribed mystery-adventure strip 
The Sew Adventures of Michael 
Shayne, on WOIL 

To help get wider distribution and 
also to te.<t pulling power of the show, 
kids were offered a "singing lariat'" 
for three wrappers. The offer was 
made only 6 times and pulled over 
2.400 requests. Other premium offers 
will he made this year on Mike Shayne. 
First is box of 36 miniature plastic 
sabers for spearing hors d'oeuvres. 
The response lo the mystery stri|) 
, made it easy for Moore & Hamm to 
I reconmicnd radio to introduce the new 
"Hurdy Gurdy" brand of Grade A 
fruit. They designed an old-fashioned 
Hurdy (iurdy Man as a central fea- 
ture of the trademark and aetuall}' 
sent a real Hurdy Gurdy Man to visit 
food fairs and some of the larger mar- 
kets when the brand was introduced. 

Hurdy Gurdy fruit wasn't intro- 
duced on a program. It got an adver- 
tising appropriation just big enough to 
allow a concentration of radio and 
television participation announcements 
during December, 1948 (they actually 
started Sunday, 28 November) . 

Shows used were: Comics on Parade, 
a kid show (WPIX. 5:30 Sundav 
night): The Fitzgeralds (WJZ-TV, 
7:15 Monday night) : Walter Kiernan 
( WJZ, 6:35-7:00, Monday, Tuesday, 
and Friday morning) . The new brand 
and the shows on which they were to 
be introduced were announced in news- 
papers and the AVw York Daily Fruit 
Reporter. 

Nevins people aren t worried about 
the facti(mal division among Florida 
growers which has |)revented their 
getting together on a concentrated ra- 
dio campaign for Florida fruit. The\' 
feel their first footsteps in broadca.<t- 
ing have already given them an impor- 
tant toe-hold in brand-name competi- 
tion in the New York market -one of 
the nation's toughest. 

As long as Kgan. Ficket-advertised 
fruit keeps bringing premium prices 
in the auction room, they've no 
iutention of taking it off the air, vis- 
ual or aural. This is only the begin- 
I ning. * * * 
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MR. SPONSOR ASKS 

{Continued from page 39) 

sales results per advertising dollar 
spent. 

There are a few additional reasons 
why sponsors who should he using 
television have not started yet. Too 
many advertisers are comparing the 
cost of TV directly with the cost of 
other media. They blatantly forget 
that the sales impact of sight, sound 
and motion can be 5 to 100 or more 
effective than sound alone or static pic- 
tures on a page. 

Among certain advertisers there has 
been the feeling that there is not 
enough television circulation to honor 
it with a part of their advertising bud- 
get. In January 1950, with one out of 
four homes in Metropolitan New York 
equipped with television, and with cir- 
culation in other parts of the country 
keeping pace, circulation deterrents 
will no longer prevail. 

The television broadcasting industry 
must make advertisers large and small 
realize that TV can be customed built 
for them and that there is great flexi- 
bility in the cost of effective television. 
Halsey Barrett 
Manager Spot Sales 
DuMont Television Network 



Your (luestion is 
somewhat mis- 
leading. Spon- 
sors are going 
into television at 
a very healthy 
rate of speed and 
frankly, in keep- 
ing with the in- 
dustry's ability 
Mr. Hiti to handle them. 

NBC's picture is extremely good. For 



example: We have only three half- 
hours ojjcn between 7:00-10:00 pm 
(luring the rntire week excepting ^atur- 
(lay. Surely you would agree that this 
would hardly suggest that advertisers 
are staying out of television. 

Realizing the newness of this busi- 
ness and the rapid growth which has 
taken place on the part of both the 
viewer and the advertiser, it would be 
safe to say the volume of business now 
appearing on our network exceeds 
substantially the projected figure of a 
year ago. 

Edward K. Hitz 
Eastern Sales Manager 
NBC-TV Network Sales 




Mr. Spotisor /Isks 

Sponsor welcomes contributions to 
this panel. Advertisers having time- 
ly, interesting subjects they would 
like to see discussed in "Mr. Spon- 
sor Asks" are invited to send their 
questions to the editor. 



NABISCO 

{Continued from page 25) 

kick-off is illustrated in a note sent to 
the network's affiliates (409 MBS sta- 
tions air Straight Arrow) by F. Carle- 
ton McVarish, manager of Mutual's 
audience promotion department: "The 
.'■uccess of Straight Arro7v on Don Lee 
was due to the cooperation which Mu- 
tual station managers gave to the local 
Nabisco representatives. The key to 
a nationwide success of the show is 
again close cooperation between Mu- 
tual station managers and Nabisco 
representatives in planning and carry- 
ing out promotion for Straight Arro7v. 
You are expected to work with mem- 
bers of the giant nationwide Nabisco 



SERVICE DIRECTORY 


V. S. BECKER 
PRODUCTIONS 

Producerj of teleYision end rodio pock- 
oge shows. Representing tolent of dis- 
tinction. 

562-5th Ave., New York Luxemberg 2-1040 




Director/ Rates 
on request 




B CKNW 



lose i|6o,ooo,ooo? 




Maybe you did if you over- 
looked WHTN and WHTN-FM 
in the Huntington Market . . . 
for WHTN delivers more than 
one-fifth of this $300,000,000 
market (no station has as 
much as two-fifths)... and at 
a lower cost - for - coverage, 
too. Add to this an FM bonus 
on WHTN-FM, the most 
powerful FM station in the 
Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take 
a look at the Huntington 
Market... then make up your 
mind to get your share by us- 
ing WHTN and WHTN-FM. 

THE POPULAR STAIION 

BOO ' ' 1005 M< 

000 **"! *> 000 •All 

HUNTINGTON, W. VA. 

Huntington's 
only clear channel AM station 

For availabilities, rates and 
other information, wire, write 
or phone 

PACE-WILES. INC.. 
ADVERTISING 

Huntington, West Virginia 
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HICME 

IN SOUND 
REPRODUCTION 



THE NEW 
LANG-WORTH 
TRANSCRIPTIOH 

FEATURE 



113 *'VflllK 1»' 




Got My Sleeves 
Rolled Up . . . 

. . . and am all set to pro- 
duce results for a radio 
station, tv station or radio- 
tv operation looking for a 
merchandising and promo- 
tion man. Experience in- 
cludes general promotion, 
merchandising, sales pro- 
motion, publicity and ad- 
vertising layout. 



If you need aggressive, 
well planned promotion, 
write 

Box 77 
c/o SPONSOR 



sal<!s orgaiii/atioii headed 1)\ 28 dis- 
trict sales managers in key cities and 
21-1 apeiicics or brandies across the 
natiim to make Siraiglil Arroii hit 
the sales hull's (')e at which Nabisco 
is shooting." 

Both \al)is<'o and Mutual have 
leaned heavil) on the Indian angle in 
their jiromotional and merchandising 
tie-ins, recognizing it** a|)|>eal to child- 
ish imaginations. Each Mutual station 
carr)ing Slruif^hi Arrow is sup|)lied 
with a riiimiiig stream of background 
information on all things Indian. One 
such release listed the Indian popula- 
tion of each state. Another explained 
hr)\\' the main tribes are broken down 
into different racial slocks, and gave 
other data useful for localized promo- 
tions by individual stations. 

Every Mutual station manager was 
sent a Xahisco mer<-liandising kit wlii< h 
included the following "suggested let- 
ter' to he sent by them to chain gro- 
cery store buyers: "V(V are anxious 
lor your cooperation in setting up 
mass dis|)lays of Nabisco Shredded 
Wheat, along with banners and posters 
to sing the praises of Straight Arrow 
to your customers — and in reminding 
you to have a plentiful suppl) of Na- 
bisco's Shredded Wheat on hand when 
children and adults alike start clamor- 
ing for it as a result of the many new 
Straight Arrow promotions." 

The kits also contained matted hn - 
outs for Straight Arrow newspaper ads 
to be placed in local newspapers. The 
network suggested that they might be 
placed on the comic page, as well as on 
the radio i)age, for added impact. 
Mutual added this thought in another 
of its promotional letters to stations: 
"The Indian knew about visual display. 
He u.scd smoke signals, sign language, 
and war paint to get his message over. 
. . . Schedule Straight Arrow displays 
in all your studio-owned locations . . . 
and in car cards. billl)Oards, posters, 
and automobile bumper streamers." 

Straight Arrow was a once-weekly 
half-hour show when it began on Don 
Lee in May, 1948. Nabi.sco credits 
the program with increasing Shredded 
Wheal sales by about lO'i- in the six 
months it was on Don Lee alone be- 
fore expanding nationally over Mutual. 
A contest aimed at finding a suitable 
name for Straight Arrow's horse, which 
was promoted during the test run, 
pulled 40.000 entries, each accom- 
|)anied by a Shrrdded Wheat box top. 
The hov who thought up the winning 
name. Fury, pocketed a J»1.000 cash 



prize, after spurning an alternate pn/.c 
of a palomino horse just like Fury. To 
each also-ran. Nabisco sent a feathered 
Indian head-hand as a consolation 
prize. These consoled so effectively 
that they were u.^ed again as the first 
premium offer when the show went na- 
tional, on bVb. 7, 1949. 

In its expanded network format, the 
Shredded \\ heat show is heard Tues- 
day and Thursda) at .S p.m. and Mon- 
day at 8 p.m. The reason for this ir- 
regular spread, according to Nabisco, 
is that Straight Arroiv is not aimed 
exclusively at youngsters; the company 
feels that the later show on .Monday 
night attracts many adult listeners who 
have not outgrown their taste for horse 
opera, or for Shredded Wheat. 

The second offer of the now-cele- 
brated Indian head-band, made during 
a three-week period after the show got 
underway on the full network, brought 
a half-million requests, each with a 
Shredded Wheat hoxtop. Next, Nabis- 
co tried its first self-liquidating pre- 
mium — a small Indian war drum for 
a Shredded Wheat boxtop and 2.Sc. 
This pulled pretty well, but not up to 
the head-band figures. The third offer 
was a Straight Arroiv tie clip for one 
boxtop and l.Sc. The response to this 
lure, Boyd admitted candidly, was 
"terrible." The offer was made last 
summer, and was one of the factors 
that prompted Nabisco's decision to 
interrupt its sponsorship during the 
hot weather. {Straight Arrow remained 
on Mutual as a sustainer for 13 weeks, 
until Nabisco resumed its sponsorship 
in September.) 

The current Straight Arrow |jremium 
is another self-liquidater — a bandana 
and "slip ring"' for a boxtop and lr>c. 
Returns thus far indicate a satisfac- 
tory response. Nal)isco's considered 
opinion on premiums is that "you 
don't get the results you used to." The 
day is past, the company feels, when 
almost any trinket, enticingly described 
on the air, will pull hundreds of thou- 
sands of eager requests and a carload 
of boxtops. -Nabisco believes that, 
while premiums are often a valuable 
means of spot-checking a show's ap- 
peal, sales and ratings are the best 
yardsticks for measuring overall effec- 
tiveness. 

Nabisco is comforted by the fact 
that it owns the Straight Arrow show- 
outright, feeling that this puts the com- 
pany in a better position than some 
of its competitors who control only 
limited rights to similar shows. With- 
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COST PER THOUSAND HOMES 

6:00 - 6:10 P. M MONDAY THRU FRIDAY 

FOR CLEVELAND REGIONAL NETWORK STATIONS 



6:00-6:10 PM 


WHK 


NET. B 


NET. C 


HOOPERATING 
AVERAGE ® 


5.3 


6.2 


5.1 


HOMES 
PRIMARY AREA © 


952,244 


874,385 


705,393 


HOMES 
REACHED 
DAILY ® 


50,469 


54,212 


35,975 


COST FOR 
10 MINUTE 
PROGRAM 
(MAX, DISCOUNT) 


$60.75 


$91.13 


$72.04 


COST PER 
1000 
HOMES 


$1.18 


$1.68 


$2.00 



AVAILABLE M.-W.-F.-SEE your raymer 

REPRESENTATIVE ABOUT THE 6:00 PM NEWS 



® Hooper— Fall-Winter 48-49 

Winter-Spring 48-49 

® Based on coverage patterns on file with the FCC; 
and Homes, Sales Management Survey of Buy- 
ing Power 1949 

® Projected rating for primary area 




Thv Pout H. Uoymtt Co., 
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People in Que- 
bec like to eat, 
and eat well — 
as evidence of 
this is the fact 
that there are 
17,969 retail 
food stores in this great Province. 
And, of this nuniher, 13,914 are in 
CKAC's primary zone — those areas 
where CKAC has 50% to 100% 
coverage. Bnt here's something 
more imiwrtant still — these 13,914 
stores in CKA(.-land account for 
82.5% of all retail stores in Quebec. 

Yes, CKAC is Quebec's own sta- 
tion. It takes you into 450,000 Que- 
bec radio homes, which is more than 
70% of the total number of radio 
homes in the Province. 

It's no wonder that CKAC gets 
results — and at a very modest cost 
per listener. 

CBS Outlet In Montreal 
Key Station of the 
^ TRANS-QUEBEC radio group 

CKAC 

MONTREAL 

730 on the dial • 10 kllowotti 
Repre>entatlve>i 
Adorn J. Young Jr. - New York, Chicago 
William Wright . Toronto 



out answering to an) one but its stock- 
holders and its listeners, Nabisco can 
handle the jirogram in any manner it 
sees fit, and manijiulate the cliaracters 
at its own discretion. Moreover, Na- 
bisco runs no risk of losing the show 
to a higher bidder, after having spent 
much lime, money, and effort in build- 
ing Straight Arrow to its present pre- 
eminence. 

The characterization of the, show's 
hero. Straight Arrow himself, is one 
of the shrewdest two-way stretches to 
be found in radio. When everything 
is peaceful out West, be is just plain 
Steve Adams, a cowboy-rancher. But 
■'in times of stress" — which means at 
least once during every installment — 
he emerges in bis ancestral garb as 
Straight Arrow, fearless Comanche 
warrior, and terror of varmints every- 
where. Few kids resist this parlay of 
cowboy-and-Indian in one. 

Nabisco's Straight Arrow profits 
have been fattened by the income from 
a growing list of related sideline busi- 
nesses not even anlici])ated when the 
show started. This revenue has taken 
on such proportions that Nabisco has 
set up a bureau called "Straight Arrow 
ICnterprises" to weigh and count the 
money. The bureau controls all licens- 
ing rights for Straight Arrow puzzles, 
games, clothes, archery sets, pictures, 
crayon books, and other oddments on 
sale at tliousands of dime and depart- 
ment stores, including Woolworth's, 
McClellan. Grant. Kress. Kresge, Mc- 
Crory. and G. C. Mur|)hy. (Mutual 
affiliates are urged by the network to 
"tackle local outlets on buying a spot 
on your station after or before Straight 
Arrow, to plug their Straight Arrow 
merchandise.) A new comic book. 
"Straight Arrow Comics." is slated for 
release next month. Nabisco is dicker- 
ing with a major film company in 
Hollywood, where the Mutual pro- 
grams originate, for the sale of movie 
rights to the exploits of the intrepid 
Comanche, to be produced in serial 
form. 

Xabisco's solid support of Straight 
Arrow, fore and aft. is typical of the 
painstaking care and sober thought 
with which the company handles each 
of its manifold radio enterprises. In 
the specific case of Straight Arrow, 
Nabisco took a program format as old, 
basically, as radio, and proved that 
it can still do an amazingly effective 
job in building and holding an au- 
dience, when buttressed by smart, up- 
to-date selling method*. ★ ★ ★ 



Mr. Advertiser: 

YOU CAN DO IT AS 

WELL (Maybe Better) 

AND FOR LESS 

with 

TELEWAYS 
TRANSCRIPTIONS 

The following transcribed 
shows now available 

AT LOW COST! 

• JOHN CHARLES THOMAS 
260 IS-Min. Hymn Program! 

• SONS OF THE PIONEERS 
260 IS.Min. Mucical Programi 

• RIDERS OF THE PURPLE SAGE 
136 13-Mtn. Musical Program* 

• STRANGE WILLS 

26 30.Min. Dramatic Program* 

• FRANK PARKER SHOW 
132 13-Min. Mu*ical Program* 

• MOON DREAMS 

136 13-Min. Musical Program* 

• BARNYARD JAMBOREE 
32 30-Min. Variety Programs 

• DANGER! DR. DANFIELD 
26 30.Min. Mystery Programs 

• STRANGE ADVENTURE 
260 3-Min. Dramatic Programs 

• CHUCKWAGON JAMBOREE 
131 13.Mfn. Musical Programs 

S«nd for Free Audition Platter and low rates on 
any of the above shows to: 

TELEWAYS productions, 

8949 Sunset Blvd., Hollywood 46, Calif. 
Phones CReslview 67238 — BRadshaw 21447 




KQV's Herb Morrison threat- 
ened to bloM' the lid ofT the 
loMn's smoke control ordi- 
nance by selling S3, 116.55 
M'orlh of pipes during 14 re- 
cent broadcast days. What's 
more he did it against top Nel- 
M'ork competition at 9:00 A.M. 
Herb can do the same thing 
for a steady sponsor. Ask 
Weed & Company for details. 



KQV 



MBS — 5,000 Watts — 1410 
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JINCLESMITH 

{Cotilinued front pnge 23) 

mood of the song and the uses of the 
product. In selling a candy bar to 
teen-agers, for example, I used a song 
with a boogie-woogie beat and the copy 
said ill one instance, "The jinesi candy 
you ever ate — to the bar." The kids 
literally shrieked when they heard that 
copy line, as I played it to various 
groups. 

In the line of copy, mentioned above, 
I created a few phrases and words to 
suit the product or song in the case of 
Atlas Prager Beer, such words as taste- 
elatin', thirst-abatin', etc. And we had 
such phrases as "when guests come, 
meet 'em, greet 'em, seat 'em and treat 
'em to that bubblin', beamin'. bounti- 
ful beer — Atlas Prager," 

Generally, I'd say the techniques 
var) with the product. Some require 
slow, easy-flowing music and lyrics, 
others require peppy, bouncy, commer- 
cials, still others straightforward solid 
sell. But a reminder gimmick that can 
be quickly and easily spoken or sung, 
and which you can't get out of your 
mind because of the device itself or 
because of the way it's said or sung, 
is most important. 

I could go on and on, but I haven't 
the time. As to results in figures I 
can't give you anything like that in 
this quickly prepared letter, but I can 
tell you that a brewery using nothing 
but spots rose from a position near 
the bottom to one of the top companies 
in the regional picture, and that Whiz, 
using nothing but spots did a sensa- 
tional selling job all over the country. 
Practically all the other companies for 
whom I had the pleasure and work of 
preparing spots reported a very defi- 
nite sales improvement due to the po- 
tent reminder value of the spots, sing- 
ing and spoken. 

I don't believe that a spot should be 
irritating in its nature. And I don't 
pay too much attention to those who 
regard all spots and all singing com- 
mercials as obnoxious. They're a part 
of the advertising and selling picture, 
they make the advertising easier to 
take in many instances or at least they 
lessen the impression of intrusion upon 
a free show. They're here to sta), and 
the results they've obtained prove be- 
yond any question that the public ac- 
cepts and welcomes them, in spite of 
the critics and the fashion for ridicul- 
ing all commercials. 

I hope this is helpful to you. 

Wag Wagner. 



WSJS 

(DombmJtsA (x}ituJbn'Scdjun! 

(Gives Bonus Coverage of Greensboro and High Point) 

1st in Listening (Hooper) 

1st in Network (NBC) 

1st in Power (5000 watts) 

1st on the Dial (600) 

1st on the Air (1930) 

Naturally, it follows that WSJS is 
FIRST in Advertisingl-Local-Ceneral-Network. 
Your FIRST and BEST Buy! 



Affiliated 
with 
NBC 



WINSTON-SALEM (J) 

THE JOURNAL-SENTINEL STATIONS 



Represented 
by 

HEADLEY- 
REED CO. 



NEED MORE 
COVERAGE? 




K F YR 

550 KG 5000 WATTS 
NBC AFFILIATE 
BISMARCK, N. DAK. 



Then you need KFYR and its five thou- 
sand watts on 550 kilocycles. Power, 
plus a choice frequency, omozingly 
high ground conductivity and 24 
years of intense listener loyalty moke 
KFYR the natural selection for the 
time-buyer who wonts to moke sure 
he picks the best buy. Ask any John 
Blair man. 
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In the market for 
smooth-OS-silk dubbing? 



There's no need to risk the irrita- 
tion of a dubbing job where the 
levels aren't quite matched ... or 
the timing is a little off. Not when 
you can have the benefit of RCA 
Victor "know-how"! At RCA you 
enjoy all the advantages . . . 

• The most modern equipment and facflities 
in the trade, plus 50 yeors' experience. 

• High-fidelity phonograph records of all 
kinds. All types of Vinylite transcriptions. 

• Complete focilities for turning out slide 
film and home phono gro ph type records. 

• Fast handling ond delivery. 



when you can gef RCA "know- 
how" — why lake anything less? 

Send your masters to your 
nearest RCA Victor Custom Record 
Sales Studio: 

I 14 EasJ 23rd Street 
New York 10, New York 
MUrray Hill 9-0500 

445 North Lake Shore Drive 
Chicago II, Illinois 
Whitehall 4-2900 

1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 517! 

You'll find useful facts 
in our Custoin Record Brochure. 
Send for it today! 




CUSTOM RECORD SALES 




FIRST IN THE 




DAVENPORT, ROCK ISLAND, MOLINE. EAST MOLINE 



AM 



5,000 W 
1420 Kc. 



FM 



47 Kw. 
103.7 Mc. 



TV 



Basic Affiliate of NBC, 
the No. 1 Network 



ANOTHEK "FIKST" WOC-TV 
first TV stntion in the Quad Cities . 
first in Iowa ■ WoC TV local pro 
ETrnms nre viewed on nearly J 000 sptR 
in Uio Quad-Cities . . . ilundrl■(i^ more 
in the 75 air mile radium which re 
pnrtR eood visnitl mid iiurtd reception. 
NiU' T\' aflili.-ition (iion iutorcon- 
ne( ted) brines top network proi;rnms 
to this \VO( TV audiciiee. Network 
national and local advcitisers reach a 
rirh in d list ri III . . ngricultiirnl area 
throuch WtU'TV 

Col. B. J. Palmer. President 
Ernest Sanders, Manager 



DAVENPORT, IOWA 

FREE & PETERS, INC., National Representatives 




40 West 52nd 



(Coiilinued from page 5) 

table iiiirtake which occurred in the 
preparation of the J. A. .\1aurer, Inc. 
advertisement "Another Big Step For- 
ward," in the current issue of Si'O.VSOK. 

This advertisment relates to a new 
type of multiple variable area IG-mm. 
sound track recently introduced by us, 
and contains a statement that when 
this type of sound track is reproduced 
on a projector which has its reproduc- 
ing light beam rather badly out of ad- 
justment, the distortion that results is 
much less than would be obtained with 
the types of variable area track that 
have been in general u.se. Unfortu- 
nately the distortion figures given, 
which relate properly to percentages of 
interrnodulalion distortion were stated 
simply as "per cent distortion" (about 
four times as bad, if interpreted as I 
believe most engineers would interpret 
such a statement), and the copy was 
written in such a way that the reader 
might draw the conclu.«ion that this 
very poor performance was character- 
istic of 16-mm. projectors in general. 
Because of one of those unusual com- 
binations of circumstances that seetn 
to arise when a mistake is afoot, the 
copy for this advertisement was not 
submitted to me for approval, and it 
was only b\ accident that 1 saw a proof 
of the i)late on the very day that you 
were mailing the magazine. 

As Mr. Ga\nor can tell you. we made 
every attempt to make the proper 
changes, and succeeded in doittg so in 
the cases of several other magazines 
that were later in going to press. We 
feel very much embarrassed that this 
blunder occurred, and we will be most 
appreciative of anything you can do to 
bring our apology and regrets to the 
attention of the manufacturers whose 
products may possibly be involved, and 
their customers. 

John A. .Macrkr 

I 'resident 

J. A. Maurer, Inc. 
Loll/; Island City, /V. )'. 



FARM FACTS HANDBOOK 

1 want to commend you on your 
clearcut |)resentation of hard facts in 
tlie farm radio picture. I lia\e marked 
with heavy red pencil several portions 
of the te.Nt. and es|)ecially cited your 
boxed editorial on page 28. Vou have 
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Baie Mafi Copyright 
Noble O Swats, tnc. 




no idea how iiiurli good lliis puMica- 
lion is going to do for those of us who 
have heeii l)uttiiig our heads against 
the stone wall of url)an indifleren< e to 
lie imi)ortanrp of the rural market. 
W'e have lieen fighting an ujihill hat- 
tie with most of the odds stacked 
against us for so long that many of the 
!il'n's have lapsed into a state of res- 
ignation to the fates. Your Farm 
Facts Ilaiidhook is going to prove the 
«hot-in-the-arni that is needed to put 
llie farm department back on the riglit 
'rack in the minds of programmers and 
5ales dejiartments, and will help pave 
he way for some of us who have been 
;liting for "showinanshij)" in con- 
nection with farm department activi- 
ties. 

Jim Chapman 
Farm Director 
WTAM 

Cleveland, Ohio 



21 rit'h Vvntral Xvir York 
Counties • 20,1^000 itJiit 
Station Andienvo Families 

ACUSE 

AM-FM-TV 
NBC Affiliate in Central New York 

HEADIEY-REED, National Represenlalives 





Congratulations on the fine presenta- 
tion entitled Farm Facts Handbook. 
You have rendered a real service and 
those of us who are in the farm broad- 
casting field apjireciate your splendid 
efforts. 

Again many thanks for this fine ser- 
\ ice to American agriculture. 

Phil Alampi 
Radio Farm Director 
U IZ, yV. 



PAHDON, SUH! 

1 was very much interested in seeing 
I that you printed my letter on f'age 7 
' of the November 7 issue of sponsor. 
hut "sub," Charlotte is still south of 
the Masou-Dixoii line and is in \orth 
Carolina instead of New ^ ork. 

E. J. Gi.UCK 
President 
IVSOC, Charlotte, 
North Carolina 



CANADIAN SALUTE 

On checking through the minutes of 
the last Western Association of Broad- 
casters meeting at Banff. I find that 
sponsor's fine exposition of the short- 
comings of Hooper ratings was con- 
gratulated. 

William Giild 
President 

IV estern Association , 
of Broadcasters 
Lethliridge, Alberta 



IT'S HUNTING SEASON 




But... 



There's No Limit 
On Results When 
You Buy . . . 



1 



12: NOON NEWS 



Featuring Johnny Goodman 

COMPARE THESE HOOPERS * 



KNUZ . . . 

Net. A . . . 

Net. B . . . 

Net. C . . . 

Net. D . . . 

Ind. E . . . 

Ind. F . . . 

Ind. G .... 0.1 

Blocked on both sides by an 
hour of number one rated 
quarter hours, "Vi'est's Best'.' . 



6.3 
4.0 
0.9 
3.9 
1.3 
0.9 
0.4 



2 



1:30 to 2:00 P. M. 
AMERICAN COWBOY 

Johnny Goodman 
rides the herd with 
a 5.8 Hooper rating. . . 

COMPARE THESE HOOPERS * 



KNUZ 
Net. A 
Net. B 
Net. C 
Net. 0 
Ind. E 
Ind. F 
Ind. G 



5.8 
3.5 
1.5 
0.8 
2.3 
2.3 
1.2 
0.4 



KXUZ salutes the uorlJ's 
largest \i'ool worth store 
and National Biscuit Com- 
pany's new seven million 
dollar plant, both recently 
opened in Houston! 

' Sourct 1949 Hooper Report 
MAY THOOUCh S£PT 

Ic-nuz 

9th Floor Scanlan BIdg. 
Houston, Texas 
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The case against the CBC 

{{adio and T\ advertisers can profit- 
ai)iy note tiiat the governmental obsta- 
cles that have seriously hamjiered Can- 
ada's nearly 100 independent jjroad- 
casters may shortly he removed. 

Nothing is settled yet, hut the long 
smouldering resentment against a sys- 
tem which allows the state-owned Ca- 
nadian Hroad< asting Cori)oration to he 
hoth oomjx'titor and overseer to the 
private broadcasters of Canada has en- 
tered the action stage. Legislators, 
newspapers, and the average listener 
are attra<'tcd by the inecjuity of the 
situation and want to help the inde- 
pendent broadcasters do something 
about it. 

In briefs to the Koyal Commission 
on Arts. Inciters, and Sciences at Ot- 
tawa the Canadian Association of 
Broadcasters and many individual 
hroadcasters have recommended that 
the CnC return to its original non-com- 
mercial concept, that it be ojierated as 
a government subsidized project, that 
its control and regulation of indepen- 
dent broadcasting be aholished. that 
private commercial broadcasters be 



permitted to organize national and re- 
gional networks. 

The CI5C has never been a dominant 
commercial factor, but in numerous 
ways it has felt competitively urged to 
hamstring the privately owned stations. 
Hence the edict against formation of 
networks by any but the CBC. the re- 
strictions on power which only recent- 
ly have been somewhat alleviated, the 
seizure of desirable <;hannels, the un- 
workable requirement that in areas 
where there is more than one TV' ap- 
pli<ant that all get together in a joint 
operation, the <'onstant bickerings and 
snap de<'isions on matters large and 
small. 

Over the years we have observed the 
CAB and its member stations wrestling 
with these frustrating problems, and 
we have admired the steady progress, 
public spiritedness, and continued pa- 
tience constantly demonstrated in the 
face of them. The equilibrium of the 
private broadcasters is in no smalf 
measure due to one man, }larry Sedg- 
wick, the remarkably able president of 
CFRB, Toronto, who formed the (;\B 
and guided its destinies for as many 
years as he could permit himself to 
hold office. 

The current indignation over CBC 
inequities is partly due to a CFRB ac- 
tion. In September 1918 the CBC, to- 
gether with the Canadian Uepartmeni 
of Transport, ordered CFRB to re- 
linquish its 860 kc frequency and move 
to 1010. Although a hoost in power 
was authorized, the new channel neu- 
tralized the wattage increase. The 
move cost CFRB 5600,000. and the in- 
cident was cited throughout Canada as 
an example of CBC despotism. 

The CBC, whose personnel includes 
many capable broadcasters, is caught 
in the meshes of an incongruous setup. 



TV Critics Club 

Ask any broadcast advertiser. 

He'll tell you that a fellow can make 
a fortune with a gadget to really tell 
how the listener, or viewer, is reacting 
to his advertising. 

\ow comes the TV Critics Club, 
which may do just that. 

The TV Critics Club (see First-time 
Customer in this issue) is an ingeni- 
ous viewer's jjulse-feeler concocted by 
Look Hear, a syndicated television col- 
umn now appearing regularly in the 
New York Daily News and New York 
Herald Tribune, and asi)iring to 
branch out to 1 7 more key TV mar- 
kets in the near future. 

Look Hear i* a commercial ven- 
ture (its first client is Consolidated 
Edison) which offers a merchandising 
paper titled "TV Critics Club News" to 
readers of the column. So far 5,000 
readers have responded. Recently 
some 2.000 received an elaborate ques- 
tionnaire containing some important 
commercial questions. To date over 
51% have responded ... a remark- 
able number. And spo.x.soR finds the 
results more than interesting. 

Look Hear has an idea that shouldn't 
go unnoticed. It won't ... by us. 

Daytime programing 

Since the publication of "What's 
wrong with daytime programing" (5 
Dec. issue) sponsor has received as- 
surances from key executives at net- 
works that the daytime fare will sub- 
stantially improve. That's important 
news not only to daytime advertisers 
and net affiliates, but to independent 
broadcasters as well. A daytime shol- 
in-lhe-arm wiW benefit all. 



Applause 



KVOO and farm service 

Last issue we commented on the in- 
creasing maturity of radio public serv- 
ice, and what it means to the adver- 
tiser. 

Before the issue was out. and the 
field could read what we bad to say, 
in came a letter from Bill Way, vice 
president and general manager of 
K\00. Tulsa, which expresses better 
than wc did what we had in mind. Mr. 



Way's letter came in response to one 
from us calling his attention to the 
truly outstanding cooperation that Sam 
Schneider, KVOO farm director, had 
rendered sponsor and broadcast ad- 
vertising buyers in the preparation of 
si'ON'SOk"s recently printed Farm Facts 
Handbook For Advertisers. 

He wrote: "We appreciate your com- 
ment on the cooperation of our farm 
department. I want to assure you that 



this is by no means unusual for our 
farm department's cooperation where 
the field of agriculture is concerned. 

As Sam Schneider pointed out, we 
feel the challenge we have to assist 
agriculture and the farm radio indus- 
try. Anything we can do to put agri- 
culture on the map is in our line — 
wbetlier it be through our broadcasts 
or through assisting others to recog- 
nize agriculture." 
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SERVICE 




PHIL EVANS 



KEN PARSONS 



BOB RILEY 



The KMBC-KFRM Team fulfills a vital daily 
need in thousands of rural homes in Missouri, 
Kansas and surrounding states. 

The Team maintains a full-cime Farm Service 
department, under the direction of Phil Evans, 
nationally known expert. Innumerable experi- 
ments and developmental projects conducted on 
the thousand-acre KMBC-KFRM Service Farms, 
are passed on to rural listeners. 

Evans is ably assisted by Ken Parsons, well 
known agronomist. Together, these two experts, 
with their up-to-the minute daily reports, keep 
rural listeners informed on latest developments in 
this important business of farming and agriculture. 



The Team has the largest and finest 
group of artists ever developed by any 
Midwestern radio station. Pictured here 
is Hiram Higsby, master of ceremonies 
and entertainment star, heard on the na- 
tionally famous Brush Creek Follies, 
Dinnerbell and Western Roundup. ..just 
a few of the top-notch entertainment 
programs that are a daily feature of The 
KMBC-KFRM Team. 



Third member of this trio is Bob Riley, full-time 
marketcaster, who spends his entire working day 
at the Stockyards. He presents the market news 
several times each day direct from the Kansas City 
Livestock Exchange. 

Other program features are presented by The 
Team specifically for the farm andience. As a 
result. The KMBC-KFRM Team is a welcome 
guest in the homes of those who live in the great 
Kansas Citj' Trade territory. 
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p28 


May 9 


p32 


W'lial's keepiiij; s|Kiiisors out <if T\ 


Dec. 19 


p38 


May 23 


p28 








lime 6 


|..3() 








luly 18 


|.26 


tobacco 






Sept. 12 


l'14 


I'liilip Morris IValure* Horaee IIimiIi on road 


Feb. 11 


p28 


Sept. 26 


l>12 


Mail I'oucli Toliacco finds (outdoor sporLsliow - 






Oel. 10 


p20 


jniifitable 


Feb. 1 t 


p32 


Xov. 21 


|)28 


Larus & IJkis. -poii-oi -hip of 







iGie vision 






I. ( Nil 11 ^H) II 111 »ll(ll IHU) "1 IIUI in llilllt 


Jan. 3 


p34 


1 \ lilork j>i'(>^ ruining 


Jan. 3 


n 11 


1 \ ■«talicM)>> (*u j>i tul i/<* on pi'oinotion udvdnls^t"* 


Jan. 1 7 


P"- 


■\ I'jilaiid itij; ] \ ciilcfpi ISC 


Jan. 17 


p52 


] \ coninK'i'ciitl^i f(ii hi r^t* aiul siuull srit'ciih 


.1 an. ■> 1 


1)38 


Siiilus of film r(*<'<)r<li up 


I'll). 1 1 


III 
pi .> 


1 lie Iiip IipadiiclH* willi iiuions 


Feb. 1 1 




1 \ ill 1 lie <]u y 1 i iiic 


I'l'b. 28 


ii'> I 


ft' 12 \rai' old"* iippcul foi T\ 
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p U) 


jcwfpii » 1 . \ IK 11. 1 >i i"*iiM-.* 1 \ ri pi 1 tiijr 


Mar. 11 


pIH 


lilt lid 111}! 3 1 \ ll('\\'>r('<*l 


Mar. 1 % 


P- ' 


\\ 11} iiM \ c.dii 11 i>rii<>(ia\ 


Mar 11 


p60 


W lul makes Itiilova tick 


Mar. 28 


i»*>'t 
P—* 


Xdjii^tiii^ riiU's (111 rtidm-TN >>]ui'iii^ ;iudipiic(* 


Mar 21! 


p3H 


New ad\ t* M i-^i 11 ji dnllai''* foi X\ 


Mil 9H 


pr^7 


\\ lid i> *ijn»iis((iinji I N 


11 

\ jll . 11 


pot 


Itt'ck C'lUP'^ lo l)ifi liiiir 1 \ 


A iir 1 1 
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J) jft 


11. Wdodi'iifT liissri. 1 liiiuliiuu'liri -\ o^rl Inc.. 






JH'ollIc 


\ ..1' 

\pi . z.y 


..1 t 

pi 1 


Mm rlolliiii^ war 


vpi . 


pJ o 


liillt 1 \ 111 '111^ 


\iir •>'^ 


pl6 


Sponsor i)ays imoe for I N . (lets more 


\pr. 25 


I).-)8 


.Slimmer highlighting showcase- for fall l>ii\iii<! 


May 9 


j».)6 


I'olaroid jiaradise 


May 23 


p52 


r\ program form to fill place of radio disk jorke) 


j niie 6 


pH 


M..ri Oil |iiil.iii/id *ii>ress 


J IIIM- 6 


p57 


Heaiity and r\ 


June 20 


i,r,(, 


Siinsel Stores sell T\ sets via TV 


July 4 


pl8 


11 T\ markets; 2.000,000 T\ home- 


Inly 18 


1)97 


\ii film for sponsors 


July 18 


1.98 


( jeatini: the short short roniniercial 


\iig. 1 


p48 


'1 \ op|)iirlunity for banks and financial ailverti-ci- 


\ug. 15 


pi 6 


Makinjj T\ jiart of I'oiiimnnity life 


\ng. 15 


1)57 


1- T\-.\ \l more edectise per ail dollai ? 


\ng. 29 


p38 


(!.in ymi jnedii t I N cost-';' 


Aug. 29 


p57 


W hill makes T\ . program tick 


.Sept. 12 


p6l 


.'^cpiin Itevi rage (.d. find- TN profitable 


.S<-pi. 26 


pH 


Color in adveitisiiig 


>< |it. 26 


p32 


Juvenile r\ shows 


>ept. 26 


1.57 


Dim s )our T\ conimereial click? 


On. 10 


1.26 


1- T\ developing own program lypi - 


Oct. 10 


p32 


\ii Wick to ii-i- T\ fir-l time 


Oct. 21 


pi 6 


"shiiiiUI clii iiti-hare cost of agency-prepared T\ -how 


0,t.2l 


|.I0 


I'liid- 11'" raniioi afford T\ -cis in D. (.. 


N(i\ . 7 


pi 8 



Sj.orlsmairs Qui/, on CUS-TX' Feb. 14 

I'asehall sells cigarettes and toliacco .May 9 

('igarelte .Smoking I j. Jiilv 18 

J. W'hitni'y I'eter-oii, 
I nited Siates Tobacco f-o.. profile 
I'atima comes back 
W hy Tales of Fatima was dropjicd 
Millions more call for I'liiliji Morris 



time buying 

Buying of sidective time made easy a- iii'lwork 
Why agency radio production departments 
losi' money 

Dealer co op advertising 

Station and market data help remove 

time buying guesswork 

Spot Ivadio Fs-tiinalor published by N.AIvSI! 
Should time cost- depend on program rating- 
Your time buyer can contribute more 
.More fat Is wanted 
Is there a radio man in the house 



transcriptions 

\ transcription i- made 
Transcrijilioii producers lament 
I'latter. wile or tape leeoidliig panel 
Tailor-niailc transcript ion - 



transit radio 

llow terrific is Transit Kadio 
More advertiser- for Transit, Kadio 
I'M on way uj) again 

Tests i.rove transitradio important medium 



p32 
p3() 
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Aug. 29 plO 

Sept. 12 p28 

Oct. 10 pll 

Oct. 24 p26 



July 1 

\ug. 1 p.36 
\ug. 15 p26 



\ug. 29 
Nov. 7 
Nov. 21 
Nov. 21 
Nov. 21 
Dec. 19 



Jan. 17 
Feb. 28 
.Mar. i i 
Oct. 10 



p31 
1)18 
p21 
p26 
p30 
p26 



p27 
p28 
l.ln 
p22 



Jan. 17 1)15 

June 6 pi 4 

JuK 18 1)69 

Sept. 26 pi I 



watches, jewelry 

W illiam I lelbein. I lelbnv- W atch C'o.. profile Jan. 17 p8 

F.lgin American I loliday package Jan. 31 p33 

Kadio si-lls a watch hand Feb. 28 p27 

What makes Bulova tick Mar. 28 p23 

Watche- and Jewelry sales off Julv 18 p64 

Speidel expands railio. enters T\' Aug. 1 pl9 



